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making December 
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EAT HOOVER-PROGRAM | 
0 MAKE 1930 BOOM YEAR | 


At the threshold of a new year, with the mightiest economic and industrial forces of the nation now fully mobilized by President 
Herbert Hoover for the start of a directed program of intense national development, a prosperity era for the United States stands assured for 


1930 which doubtless will carry on for several years to come. 
Instead of the “Gloom Year” which pessimistic oracles foresaw in the recent 


PASS EVIL UNDER SCRUTINY, 
SWEEPING REFORM DEMANDED 


Growing recklessness in the matter of issuing passes to Publix theatres has resulted in sharp 
orders to everyone connected with every theatre, to cut all “pass” effort to bare minimum. If that 
figure cannot then be satisfactorily justified, it will be cut again. 


DECEMBER DRIVE WORKS 
~ UPTO A SMASH CLIMAX 


atres corporation, looking thru the eyes of 1,200 prin- 


“cipal theatres located in nearly every community in the 


country, is directing the attention of his entire organiza- 


‘tion to it as the greatest “Boom Year’ America has 
ever known. 


(Por the first time in the history of civilization, a 


"government chief executive has been able to co-ordinate 


the forces of wealth-creation and organize them into a 
sectionalized program of prosperity bringing economic 


“activity,” says Mr. Katz. “Practically every industrial 
“organization in the United States is participating with 


the forces of city, state and national government, under 


“the direction of President Herbert Hoover.” 


In the foregoing epitome of the national outlook for the new 
year, and doubtless for several years to come, the opnion of Mr. 
Katz is echoed by every noted economic authority or student of 


Cites Hoover Record 
In pointing out to his organization the optimistic indications of 
“acontinuous prosperity for every section of the country, Mr. Katz 
recalls to mind the performance record President Hoover made 
“during and after the chaos of the World War. 
" Mr. Hoover has the habit of successfully completing anything 
he undertakes,” declares Mr. Katz. “He has definitely undertaken 
the direction of the problems involving sectional development of 


Tyational resources. This automatically provides for increase of 


national wealth, national employment, and consequently national 
The man who brought order out of the chaos of war- 


stock-market crash, Sam Katz, president of Publix ‘The- 


With reports of pre-Christmas 
campaigns pouring in fast and 
furious and the contagion spread- 
ing like wild-fire all over the cir- 
cuit, the huge DECEMBER PROF- 
IT-DRIVE is rapidly working up 
to a smashing climax as the first 
few days of December are left be- 
hind. 

Neyer, in the history of Publix, 
has a movement been undertaken 
with such vigor and almost fren- 
zied enthusiasm. From the high- 
est ranking Home Office executives 


prosperity. : sara all the way down the (line, 
‘wrecked Europe is now at the helm of an enterprise less difficult (Continued on Page Three) 

to guide. 

q “The stock-market crash 


has no more to do with 
American prosperity than did 
the Florida boom deflation of 
a few years ago. Its only 
mark is a warning against 
' the evil of speculation. Real 
' business is as sound as the 
rock of Gibraltar because it 
_ rests upon the practical needs 
and genuine demands of the 


(Continued on Page Two) 
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“It is needless to explain to 
anyone in Publix,” declared Mr. 
Katz, ‘‘that this does not mean the 
Northerners are going to stand 
idly by and take a licking from 
this opposition. We all know that 
one of' the outstanding causes of 
Publix leadership in the industry 
has been its dogged refusal to be 
beaten by any form of opposition} 
no matter how formidable. The 
present December Profit-Drive is 


Danville, Il. 

Nov. 30, 1929 
“We have succeeded in 
$ putting over cooperative 
% ‘Shop and Send Before De- 
* cember 15’ pages with local 
) merchants, as you suggested 
/ in PUBLIX OPINION, week 
* of November 22. First page 
) starts tomorrow, will mail 
’ tear sheet.” 


the most recent proof of that. | 


(signed) Thomas P. Ronan note Z 
proof, which has already 
Leonard C. Worley passed into history, is the con-, 


PERCE EGRGROGTTGRGES | Version of the notoriously slack 
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‘SOUTHERNERS’ TO HELP 
‘NORTHERNERS’ COMBAT 
WEATHER OPPOSITION 


With the grim opposition of bad weather, snow storms and 
excessive cold spells beginning to loom up in the northern sections 
of Publix operation, President Sam Katz has issued a call for. all 
Southern showmen, for whom these set-backs do not now exist, to 
come to the aid of their northern brothers-in-arms. 


hot weather season into one of 
the peak box-office periods of the 
year, by the installation of refrig- 


(Continued on Page Four) 
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INDEX 


of the important material 
contained in this issue, 
properly classified, will be 
found on page 12. 


XMAS DRIVE 
BOOKINGS 
HAILED! 


A flood of enthusiastic and 


-\grateful letters received by Wil- 


liam M. Saal, Director of Film 
Buying and Booking, from theatre 
managers all over the circuit 
bears eloquent testimony to the 
widespread appreciation of the 
Booking Department’s phenome- 
nal efforts in providing each thea- 
tre with a series of sure-fire box- 
office magnets for the December 
Drive. 

“If I had an Aladdin’s lamp,”’ 
writes one grateful manager, 
‘what better product can I wish 
for than—’’ and he enumerates 
his pictures. Another manager 
writes that “‘such marvellous at- 
tractions really inspire one to 
bend every effort to ring up tre- 
mendous weeks on every one of 
them.” These are only a few 
comments selected at random 
from the formidable batch of let- 
ters which keep continually pour- 
ing into the Booking Department. 

Publix Booking Department 
went into this December Drive in 
dead earnest, from Mr. Saal and 
his executive associates to. the in- 
dividual bookers. Division and 
District bookers kept in constant 
touch with theatre managers, 
writing them about their product, 
and keeping the enthusiasm red 
hot on the December Drive. 


Mr. Katz, in conjunction with 
Messrs. Dembow, Chatkin, Bots- 
ford, and all Division Directors, 
is conducting a careful research 
into the pass-records of every 
theatre for the last six months. 
For the last three months, each 
theatre operation has been under 
special scrutiny. As a result, a 
sweeping reform for the entire 


circuit is already under way. 

In New York, where political, 
studio, distribution, and. journal- 
istic exploitation activity is cen- 
tered to its largest degree, the 
pass situation reached the point 
where it was the ‘straw’’ that 
broke the camel’s back.  - 

It was an expensive “straw,” 
as well as a growing nuisance. 

Greater New York has already 
cut down its pass distribution to 
a figure that is only ten per cent 
of what it was-a month ago. 

Wails and complaints are being 
ignored. Only newspaper critics, 
writers, first-magnitude officials, 
and first magnitude-industrial 
personages, are on the pass list 


(Continued on Page Five) 


EXTRA!! 
EXTRA!! 


As we go to press, Mr. 
Katz notifies us that the 
first four days of Decem- 
ber this year, show a 
definite increase over last 
year, for the whole circuit, 
with weather-conditions, 
bookings,, etc., favoring 
last year. He credits this 
showing entirely to your 
enthusiasm and intelligent 
driving force in the DE- 
CEMBER DRIVE FOR 
31-CONTINUOUS 
DAYS OF PROFIT. 


See ee ee 


Our Greatest Month in 
| MORE DAYS TO COMPLETE YOUR 10 


IN DECEMBER! 


Our Greatest Year! 
0% DELIVERY OF THOSE 31-CONTINUOUS PROFIT DAYS 
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GREAT HOOVER PROGRAM = |/ FIRST! MR. EARL PAYNE DID IT! 
10 MAKE 1930 BOOM YEAR} 2.2 arraohtsats Sara Ra one 


be done? Here’s proof!! Hardly had the ink dried on the Nov. 22nd issue of PUBLIX OPINION 


when Earl Payne, City Manager of Publix Kentucky and State Theatres, Lexington, Ky., had 
the full page free co-op ad suggested on pages 8.and 9 of that issue sold to 25 merchants of his 


town. A few days later it appeared in the Lexington Herald. 
“It was a pipe!” says Mr. Payne. Incidentally, he wins the $25 prize for being the first to 
send in a page. Come on, boys! There are three more $25 prizes uncalled for on this idea! Who 


wants ’em? 


(Continued from Page One) daily papers, you know the mag- 
great and prosperous Ameri- nitude of the movement and of 
can people, to whom Wall the forces behind it. Show bus- 
street means no more than liness is taking its place in the 
any other street. forefront. Publix theatres expan- 
“From the standpoint of any | sion, contemplating construction 

sincere business with a sound set-|of scores of new theatres during 
up, this is a moment of real op-|1930, and remodeling of hun- 
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portunity. Many rich markets,|dreds of other theatres adds to WEDNESDAY, NOV. 27, 1929. 
heretofore unattainable, are now the din of prosperity. aie o— 348 is > RS S| AS 
wide open for the first time. Con- “Blsewhere on this page you , = ae == Se ral wan | 


ditions are exactly right for the| will find a table of figures which 
individual of initiative and re-|indicates the planned expenditure 
sourcefulness. There never has | of nine billions of dollars, in pub- 
been a better moment in the his-|lic works and. other construction 


tory of America for industrial and | programs. Nothing like this 
individual progress. has ever before occurred in 
Must Keep Vigilance | America. When one considers that 
“The Hoover Plan, organized as | this is all extra prosperity and ac- ‘ ; 
it is, and backed as it is by the |tivity that faces us in addition to py lama ache ne PL 
Outstanding Pictures! 


great minds and resources of this|conditions we have become ac- 
nation, will strike forward imme-|customed to in the last few years, 
~ diately with the dawn of the new | the outlook for all of us is a most 
year. Alert individuals will move exhilarating one. 
in step with it. The first to step off “Ag for Publix theatres, I ex- 
in cadence, will be the leaders six | pect every person connected with 
months from now when those who |the company to do all possible to 
are now distracted by unwarranted | keep in step with this parade. I 
fears, become belated marchers| want enforcement of all the sen- 
‘with the rank and file. ,To the) sible economies that are necessary 
alert and courageous, this is no) to hold the gains we will make as 
time to let down or relax vig-,a company and as individuals. I 
ilance or effort. The long await-\also want and expect the quick- 
ed day of America’s co-ordinated | mindedness and alert and re- 
minds and resources constructive- | sourceful showmanship that is 
| ly working toward a common goal,| necessary in order that we may 
is here, now. have our share of all possible ad- 
“The leaders of every indus- vantages.”’ 
try, the men of great wealth, 


| 
the great creative minds of | ° 
the nation, the heads of local Another Tie-up 


and state government are mo- With Post Office 


- All Coming During December 
TO THE 


Publix Theatre 


You get the FIRST choice of 
the BEST Gifts-and make a 
happier holiday for everyone! 


4 TH lg ‘ 
and JACK HOLT 


The Gift Selection Is 
Now Ready In These 
Great Stores! 


wise oracker. 
isings “Aima Mammy.” it’ 
*He'e So Unusual!” @ clot. « 

And a hundred other lovelaughter sensations, 


bilized into one common 
group, directed by Mr. 
Hoover towards the objective Another wide-awake showman, 
of immediate national pros- quick to act on PUBLIX OPIN- 


. ‘The Darling of the Boulevards 


perity that will be lasting. ION’S post office tie-up suggestion Ealky & Co. i va sie Ua aeadind 

Labor, capital, industry and Reg M. E. Berman, city manager of seen eaice ae aloe blah 

agriculture are working to- Publix theatres in Kankakee, Ill. A reac Kaufman Clothing Co. Satya: - L 

gether for common good. “We just completed making ar- cee ne Earl Clothes Shop icra 

(Thus we find that dalliance |fangements with the Post Master, eres ace cane ips 

and procrastination born of Roy Dusenbarry to co-operate Baynham Shoe Co. oe peas ; rin by ip 

fear and petty selfishness with us 100 per cent, on the early G. R. Kinney Shoe Co. Cinderella Slipper Shop — 

Lave disappeared. Great | mailing campaign,” writes Ber sean ai Dan Cohen Leon C. Beck, Jewoler 

“we plan to work this Aine Coon Denton’s.. 0 Victor Bogaert, Jeweler SK oth i's A wow Ci 

Recents ts ceeces fr 


construction projects are be- man. 
ing launched and rushed for- | campaign exactly as outlined in 
ward by hundreds of thou- PUBLIX OPINION. This is what 


sands of workmen who will Mr. Dusenbarry has agreed to do: 
pay their bills for food and He wants to give a short speech 
shelter and clothing and rec- via the silent trailer we are to 
reation. These will stimu- insert at the end of the Post 
late and create new demand Master General’s speech, this will |. 


for better things they can give it local color; we intend to 
consume.”’ use the 8 page booklet as outlined 


Be the Talk of Lexington. 


As An Extra Added Inducement to Bring 
You Downtown 
Early and Often, we have prevailed upon the PUBLIX THEATRES of This City to, present 
exceptionally powerful entertainment in December! 


You'll get chdice seats at bargain matinée prices. You'll ‘have PLENTY OF 
TIME. TO SHOP AND SEND, if you'll plan to attend these big shows. 


area 
AP ANicy, 


ee IS. 1S HEAVEN 


With Gislove = JAMES «HALL 


Senet 
Deo. 5-6—7 Q 
EDWARD EVERETT HORTON In. 


“THE SAP?" stiew'arer sia" 


“The leadership, the vision, |in the Opinion, that is if we can wes R ‘ourself bef 
courage, and necessary resources |get the merchants to defray the ou Only Spend 2-hours in the theatre, and have ample leisure to shop! Refresh yourse et “BROADWAY SCANDALS? 
are present. The movement is be-|cost, which will be something like Sree eae A eS re rr potters = 


AL JOLSON 


Wilt Be Back on Dec. 18th“and 19th 


gun and the great concerted push | $100 for 8,000; 200 ecards for 


towards prosperity is actually un-| mail boxes; 10 banners for the eee : 
der way, ses before the new year | mail trucks.” Enjoy Spreading Christmas Cheer © oii no 
has started. ‘ fTHREE 
rf a ‘By Shopping and f A The Surprise Hit of the Year 
Our box-offices in the 1200 oS . 
Publix theatres, located in every NEW MANAGER NAMED al Sending Early.» E 
section of the country, verify this, ; , 
in constantly increasing tone. Frank Ferguson is now mana- Je AEDS oe : setae Si reet 
Showmen at Front ger of the Plaza Theatre, Mont- i. | /—= Ss SU —V af cat "2 J : 
“Tf you have been reading the| gomery, Ala. ee Eien A. 


10-0 0+ 6+ 0:-O + O+-O 10+ SO SO SOO 
{9 BILLIONS TO BE SPENT} XMAS COPY !! PERPETUATE SHOW- SENSE: 
e 
: t — 
; ON CONSTRUCTION IN 1930 i cake ae ap haatle - The DECEMBER DRIVE doubtless will develop the 
$ (thy Aisoctazed Press) : pe path ie ib i iad daily best examples of showmanship and ticket-selling the 
¢ More than $9,000,000,000 in new construction and improve- ; newspaper ads? Y’wekum! Publix Circuit has yet! achieved. 
} ments is planned for next year, according to pledges made to ; Therefore, we want every theatre to get up a big 
$ President Hoover as a result of his series of conferences with 3 scrap-book containing all ads all news-stories, copy of 
; leaders of all branches of business. So. ? 11 ‘1 : h £ : , 2 tli 
+ B ins i a veaihe aU NUCL = all trailer-copy, photos o stunts, a typewritten outiine of 
y classes the plans call for the following expenditures: = ’ = : 5 : 
‘ eR = = the entire campaign from start to finish for future refer- 
ae aah corpora” §3,500,000,000 Neat ener Y $2000 006000 = Wh I k = ence 
{ONS ..ceceeeeeie VGLAN a tete’ 0.66970 ; . ? — © — ° 
3 ae HOY Vee nae tren iniay aeeus Sie tine eed 0 = atever else it takes = 3 Ag t i ? 
Bake ue Cees “77 “9'000,000,000 | Federal ... Eo hash ; = to make your family com- = Paste this sndtertal fata your scrap-book, with S legible 
- Individual programs reported to the President include:— ; = pletely happy during the = ae lanation of each ayn that we can wAtoera i only nace 
American Telephone State of Pennsyl- = Holiday Season = p ’ at We Pp grap pag 
and Telegraph Co. $700,000,000| Yee. ‘Hiticis.... ey bay eed + |= = of your scrap-book, and bind it into a PRE-CHRISTMAS 
New York State.... 250,000,000 | City of Philadelphia 65,000,000 ; = = DRIVE MANUAL which we will prepare sometime in 
seein Caen R. a 250,000,000 | City of St. Paulisi.s 35,000,000 § = ee eee = F February, for distribution next October. The manual 
et bag init Breeyanie aoe aia sani include :— bf = am pe ee wi = will contain the best effort from EVERY theatre. 
Oo => >= . . . 
and Southern... $77%500,000; Blectrid” . + /-'. += 63,700,000 : = these big December At- = DON’T FAIL to do this. What you are doing now will 
U. S._ Steel Corp. ; Utilities: “Power.” ®-\ + 9,000,000 ¢ |= |tractions!! 2||| leave your mark on the history of Publix that we ar 
ny. Central ‘(est.) 7£°000,000 Union Pacific (est.) 60,000,000 |= = making from day to day. Send this materialto PUBLIw 
Coste ‘ , , Chicago, Rock Island = = ef 
Chicago Northwest- Me ede ee ER DOD tee | a OPINION. 
GTM ws. ate ale ereye.e 70,000,000 | Southern Pacific... 3,259,800,000 = “THE VIRGINIAN” = DAVID a; CHATKIN, 3 
In addition, there is a shipbuilding program fostered by the = “THE LOVE PARADE” = General Director of Theatre Management. 5 
Post Office Department for mail, involving construction of forty = “WELCOME DANGER” = ; 
ships costing $250,000,000; road programs aggregating = “SWEETIE” 2 A. M. BOTSFORD, a 
} $2,200,000,000, and private building programs, which will total = = General Director Advertising & Publicity. 9 -3 
i hundreds of millions of dollars more. = , = 
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PROFIT DRIVE 
WORKS UP TO 
BIG CLIMAX 


(Continued from Page One) 
Publix is swinging along in a 
mighty wave toward that epoch- 


making goal of the film industry > 


—peak box-office month in Decem- 


_ ber. 


— 


operation. 
_ KEEP GOING! 


An indication of the éager alert- 
ness of Publix showmen may be 
seen in the avidity with which 
every tip or suggestion mentioned 
in PUBLIX OPINION is snatched 
up, put into effect or improved 
upon, and sent back to us a few 
days later in the form of tear 
sheets, photos and reports of 
stunts accomplished. This is par- 
ticularly true of the free merchant 
co-op “Shop and Send Harly” ad, 
and the post-office tie-up, ex- 
amples of which are shown else- 
where in this issue. Mr. Katz 
hopes to see at least 500 co-op 
pages. 

In order that you might have 
plenty of ammunition to keep the 
battle raging hot and heavy thru- 
out the month, PUBLIX OPINION 
is furnishing you on this page 
with some more tips and sugges- 
tions for the Drive. Work EACH 
ONE of them if you can! If you 
can’t, work as many of them as 
are applicable to your type of 
The main thing is to 
You’re doing fine 


DON’T LET DOWN! 


so far! 


Palace Theatre 
Marion, Ohio 


Another manager to make use 


* of the picture comment contest is 


| | 
‘9 a 
; ‘ ; y 
et) ‘ 
— 
SS 


Bert Bickert. He is offering cash 
prizes for the best 50 word com- 
ments on all the pictures that run 
in December. A patron missing 
one of the pictures is just that 
much handicapped in the contest. 


To make it easy for many pa- 
trons to participate, printed 
forms containing the ‘meat’ of 
the current attraction, and ad- 
yertising coming ones, are dis- 
tributed at every performance. 
These forms have ruled lines 
for the comments and are 
meant to be left at the theatre 
after the show. 


Announcement of the prize win- 
ners will not be made until the 
second week in January so that 
attendance to the theatre will be 
pushed all during the month of 
' December. It is suggested that 
’ at least two of the judges be con- 


- nected with the press. 


Publix-Dent Theatres 
Albine, Texas 


Taking advantage of the bug- 
a-boo of poorly wrapped parcels 
during Christmas, Milton Over- 
man has established a~ parcel 
wrapping and checking station. 
Wrappers and packages from 

| co-operating merchants inform 
' customers of this fact. So im- 
’ pressed has- the post-office been 
| by this stunt that a veteran 
’ clerk has been placed. at the 
wrapping station to accept par- 
> cels for mailing and give advice 
' as to wrapping. Coffee, tea, and 

wafers are served (tie-up with 
_ wholesaler). 


Jacksonville, Fla. 


Wallace Allen 


SA toy display in theatre lobby 
aged by largest department store 
miown. Have it so placed that 


foirs to it will have to purchase 

els. 

ifie-up with department stores 

i that persons finishing their 
ping need not wait for their 
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HERE YOUR ARE, BOYS! MORE CHRISTMAS TIPS! 


WHOOPEE! ANOTHER ONE}! 


Bob Kelley and his hustling staff of exploiteers in Dallas, Texas lost no time in putting PUB- 
LIX.OPINION’S post-office tie-up suggestion for the December Drive into effect and this is the re- 


sult. 


to get ten window displays. 


\ 


packages but can go to the thea- 
tre and find packages waiting 
for them at the check room 
after the show. 
store publicity. 


Theatre and 


Home Office 


Irving Singer 


The large elementary school 
population in every city makes 

a tie-up seem advisable. A series 

of composition contests on the 

pictures shown at Publix Thea- 
tres during the early weeks of 

December is proposed by Singer. 

The co-operation of teachers and 

principals would of course have 

to be secured first, but if the 
contest could be made city-wide, 
it would be highly profitable. 

The plan would work best for 

theatres having one change a 

week but might even be prac- 

ticable where there are two or 
three. 

It is suggested that the judges 
be the theatre manager and some 
of the teachers. Nothing is said 
about prizes but doubtless co- 
operation with merchants and the 
newspapers would make it pos- 
sible for the theatre to secure 
those at no cost to itself. 


Publix Theatres 


Dallas, Texas 


In addition to the post-office tie- 
up shown on this page, Bob Kelley 
reports the following progress in 
his December Drive Campaign: 

Sub-station for mailing packages 
at Melba mezzanine, all set. Un- 
der direction of Post Office, which 
furnishes man in charge. Starts 
two weeks advance of Christmas. 
Theatre furnishes wrapping paper 
and tea and cookies for shoppers. 
Hostess and tea furnished by 
dealer, with no plug except small 
ecard on table, and no talk on tea 
by hostess. (Set) 

Cartoon of Ellard and Muth 


CHRIS 


MEET JIMMY” 


with the same copy and cut of Ellard. 
For other details of the extensive December Drive campaign put on by these Dallas showmen, 
see “Dallas, Texas’? box below. 


Malls 


done by cartoonist from Post 

Office, with their arms loaded 

down with packages. To be 

run in local paper first of next 
week five weeks before 

Christmas. (Working) 

Arranged through Mr. Botsford 
to have wire from Mr. Katz to ef- 
fect that all Publix employees as 
representative citizens should, in 
their respective communities, co- 
operate with Post Office Depart- 
ment and do their Christmas mail- 
ing early, for newspaper break and 
lobby display. New York date-line 
stories on early shopping campaign 
already planted and run in local 
papers. (Working) 

Get pictures of local theatre 
personalities, with their arms full 
of packages, including Muth, El- 
lard, and Charninsky for feature 
stories in local papers, tieing in 
shop early gag. (To be planted) 

Tie up with local daily to have 
kids write their Santa Claus let- 
ters to Santa in theatre lobby. 
Letters to be turned over to paper 
for publication. (Working) 


Publix Theatres 
Nebraska, Iowa 


NS eee AK Or ae Rane Nee aes eee 
A “Most Courteous Salesgirl” 
contest is being planned by Lionel 
H. Wasson. Various prizes con- 
tributed by the stores would be 
given to the winner at the W orld 
Theatre, Omaha, on Christmas Eve. 
All Omaha theatres to enter in- 
to an arrangement with the Camp 
Fire Girls of the state to distribute 
discarded toys brought to the the- 
atres by children using them as 
admission price during special 
matinees. Camp Fire Girls to take 
care of publicity, fumigating and 
repairing the toys. 


Publix Thornes 


Amarillo, Texas 


Will R. Winch suggests that a 
“Shop Early’—‘‘Good Picture’ 
campaign be run with the thought 


By tying up with the local postmaster, 1,000 of these 22 x 28 cards in red, green and 
white, were put out by the Post Office Department, carried on all mail trucks, and prominently 
placed in the main post office and sub-stations throughout the town. Each mailman was ordered 
Also, all clerks and postmen are wearing red and green ribbon badge 


immy ELLARD { 
D : = 


Shops Early and — 


Do Your 4) 
TMAS MAILING 
WB.Luna 


POSTMASTER 


AT THE PALACE 


that .early shopping will give 
people more leisure and that good 
pictures will bring them to the 
theatres. In the advertising copy, 
not only should there be a listing 
of:the present features but also of 
past and coming ones with the 
phrase, ‘“‘Confucius said, ‘To learn 
the future, study the past!”’ 


Publix Theatres 
Lowell, Mass. 


Messrs. O'Donnell, Silver, and 
Perkins, of the Rialto, Merrimack 
Square, and Strand Theatres re- 
port the organizatiton of a “Shop 
Early, Buy in Lowell, and attend a 


Publix Theatre Drive’ with the | 


Chamber of Commerce, the news- 
papers, and the mayor co-operating. 
In addition to advertising copy 
paid for by the merchants which 
will carry this slogan, shopping 
bags containing the Publix seal 
will be given to shoppers who come 
to the theatres and check their 
parcels. Of course checking is 
free. 
A direct mail drive is being made 
on 15,000 persons living within a 
radius of a few miles. The list was 
furnished by the Chamber of Com- 
mercé and contains only the names 
of automobile owners. 
Posters will be placed.im govern- 
ment post offices. 


Publix-Kunsky, Detroit 
Art Schmidt 


Let the stores know that the 
theatres are giving them valuable 
help on the screen by using copy 


on ‘“Shopper’s Matinee,’ ‘Shop 
Early,” and special December 
shows. Then get them to help you 


by newspaper display copy preach- 
ing the same message, by using 
stuffers in mailing lists, and by 
permitting you to use truck cards, 
displays in stores, shopping news, 
bulletins, radio, etc. 
Conduct a ‘Happy Shopper’s 
Smiles’’ contest with the theatre 


master of ceremonies acting as 
judge, and theatre tickets as 
prizes. Pictures of smiling faces 
made in crowds every day and 
published in the newspaper. The 
winners identify themselves for 


prizes. This gets publicity for 
Dec. attractions, and for the 
m. ¢. 


Tie-up with theatre on ‘“‘Shop 
Early’ and contests. Have the pa- 
pers include copy on theatre at- 
tractions in the promotional ads. 
A few theatte tickets given away 
as weekly prizes will get the cur- 
rent December attractions listed 
in the ads. Contests either for 
best letters on ‘‘Why I shop early”’ 
or hidden name contest. ; 


Paramount, West Coast 
Arch Reeve 


Is there a Santa Claus? 

A contest about two weeks be- 
fore Xmas with newspaper tie-ups 
in which contestants would write 
letters proving that there is a San- 
ta Claus ought to go big. Only con- 
dition of the contest is that only 
children under twelve years of age 
may participate and they must 
write the letters themselves. : 

Prizes would be a three months’ 
pass for the best and single pairs 
of passes for minor prizes. A Sat- 
urday morning show for all con- 
testants might also bé arranged. 

Photographers are busy ad- 
vertising their art during the 
pre-holiday season. Many of 
their ads contain. reproductions 
of photographs. Theatre mana- 
gers might be able to effect tie- 
ups whereby striking photo- 


graphs of Paramount players’ 
would be carried in the ads, sell- 
ing the idea that this photogra- 
pher’s work compares with the 
high-priced theatrical photogra- 
phers used by nationally known 
stars. 


Palace Theatre 
Canton, Ohio 


eal Seinen 2 meen Gnas ss 8 eae bee 

A comprehensive plan of attack 
for the Christmas evil has been 
worked out Manager W. C. David- 
son. Among the items included 
are a parking tie-up with direct 
mail campaign addressed to a 
large list notifying public of park- 
ing convenience, checking con- 
venience at the theatre, and the 
programs for the month. Two- 
thirds of cost paid by parking 
station. 

Furthermore, special Monday 
performances have been ar- 
ranged for high school classes 
and lodges. A third item is a 
working girl’s contest with a 
local newspaper tie-up. Fourth, 
an institutional campaign with 
stories and cuts to be run by 
the leading paper once a week. 
These will include program and 
schedules. There is also a toy 
tie-up with a newspaper on 
special matinees. 


Herb Elisburg 
Publix-B & K 


Fearing that Santa Claus may 
have taken patrons from the box 
office during past Christmas 
weeks, the managers on the Pub- 
lix-Balaban and Katz Greater 
Talkie circuit are now planning 
to enlist the aid of the venerable 
old man themselves. ; 

The theatre. doormen will be 
dressed as Santas and parents will 
be advised to bring their kiddies 
to the theatres to see him. -The 
doormen will also tour the city in 
autos bearing a banner reading 
that Santa is on his way to the 
merchants to get presents for the 
theatre Christmas tree. 

Besides playing up Santa Claus, 
storekeepers will be sold blocks of 
theatre tickets at regular rates 
which will distribute to patrons 
buying a certain amount of goods. 
In addition contributions for 
street decorations paid for by 
merchants in various communities 
are being collected by the theatre 
managers. 

A special tie-up has been ef= 

(Continued on page Five) 
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LECTURES GIVEN 
ON VALUE OF 
POSTERS 


Continuing their work in ad- 
vertising, the men taking the 
course at the manager’s school 
spent a busy week preparing 
specimen ads, and listening to lec- 
tures om the use of illustration in 
layouts, the effective use of press 
sheets, the preparation of posters 
and lobby displays, newspaper 
contact, trailers, and money mak- 
ing contests. An interesting talk 
on paints and colors was also giv- 
en. 
In considering the use of illus- 
trations in newspaper advertise- 
ments, Jack Barry,’ who deliver- 
ed the lecture, brought out the 
fact that it is almost traditional 
to include some photograph with 
the copy and playdate. This, he 
felt, was not always necessary. 
An illustration attracts attention 
and often will help the copy de- 
liver a message. But care must 
be exercised in the selection of 
stills. It must not prove attrac- 
tive just to the advertiser but to 
the general reading public. 

Appeal to Women 

It must be chosen not because 
it will appeal to men, but because 
it will appeal to women—and bet- 
ter yet if it will appeal to both. 
Neither should too much space be 
devoted to it if copy will do a bet- 
ter selling job. 

Henri Schwartzburg, assistant 
director of the school, next took 
up posters and poster displays. 
He stressed the fact that a poster 
must attract attention, must tell | 
something about the show, and 
must sell the show. ‘The poster, 
he pointed out, is often the last 
contact between the patron and 
the box office. If, after being 
brought to the theatre, he is not 
sold by the lobby displays, he may 
never be sold as far as that show 
is concerned. 

The speaker considered the 
matter of poster development 
from the historical technical and 
selling angles. He also stressed 
the point that diplomacy and tact 
may be necessary in dealing with 
poster artists, 

Newspaper Aid 

The importance of newspaper 
‘eo-operation was then discussed by 
Elmer Levine, the director of the 
school. The newspapers help the 
theatre sell its shows. It is there- 
fore essential that the goodwill of 
the local publications be kept con- 
stant. As a rule, Levine declared, 
the newspapers are only too willing 
to cooperate with the theatres and 
lend them every bit of legitimate 
support. It will be necessary, 
however, to go to them for help | 
pecause they can rarely see the 
problems confronting the theatre 
manager. The question of rates, 
number and quality of circulation, 
and morning and evening editions 
were also considered. ; 

On Wednesday afternoon, W. 
W. Johnsen, of the Devoe and 
Reynolds paint company, discuss- 
ed the manufacture of paints, the 
use of colors, indoor and outdoor 
mixtures, and ‘kindred material. 
His talk was succeeded by one on 
selling activities within the thea- 
tre, on Friday (no classes were 
held on Thursday, Thanksgiving 
Day). Friday afternoon and Sat- 
urday were devoted to criticising 
ads prepared by the students. 


When You Sign Name, 
Make It Decipherable 


There’s nothing like a good 
name, but many a man hides it 
‘behind an illegible scrawl. The 
other day, PUBLIX OPINION re- 
ceived a letter from a manager in 
the South advancing a tip on De- 
cember exploitation. The stunt 
was worth passing on and it was, 
but credit was not given the man- 
ager because his signature could 
not be deciphered—and there was 
no time to look it up. : 

Sign your name legibly. Better 
yet, have =~ v=owritten some- 
where on v. tC: 
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SALES ANGLES 


What may be sold in a 
picture— 
1. The title. 
2. The star or stars. 
3. The type of production. 
4. The author, director. 
The story—especially if 
taken from _ popular 
book or play. 
The timeliness of a 
theme — for example, a 
football story. 
Songs and music. 
Voices—new ones like 
Harold Lloyd, or other 
well liked ones. 


Va"a"a"ava"avavavA’a’a’a’A’A’A’A’A’A’AvA'A'A'ATA’A’A’A’A'A’A’A’A’A’A’A‘A’A’A’AYA’A’AYA’A 


OPERATOR JOINS 
DECEMBER DRIVE 


The big December Drive caused 
not only home office executives 
and theatre managers to rush to 
their typewriters to pound out 
money-making ideas but even in- 
fluenced a non-syne operator in El 
Paso, Texas, to come across with 
a number of suggestions. 

He is H. J. McDonald of the 
Palace Theatre. In his letter he 
states, ‘““PUBLIX OPINION said 
‘Come on everybody,’ so that is 
why I am offering my suggestions. 
I also have Publix interest at 
heart.”’ 

MeDonald advised taking ad- 
vantage of the Christmas spirit 
for atmospheric decorations, San- 
ta Claus parades, beauty contests, 
and shopper comfort selling copy. 
He also stressed the fine programs 
being offered at all theatres dur- 
ing the month. 


DUTIES INCREASE 


Perry Hoeffler, succeeding Wil- 
liam H. Sohm resigned, has taken 
over the management of the Or- 
pheum Theatre, Quincy, Ill., in ad- 
dition to his duties as City Mana- 
ger. 


Planning Good 
Selling Copy 
for Ads 


The preparation of a good ad- 
vertisement requires careful 
thought and planning. It requires 
keen analysis and an abundance 
of facts. Here are a number of 
questions that every ad-writer 
must ask himself before submit- 
ting his product to a publication. 

What am I selling? 

What point or points must I 


| emphasize? 


To whom am I addressing my 
message? Where do these people 
live and how? Of what ages are 
they and of what sex? What are 
their reading and buying habits? 

What shall I put in my head- 
line and first sentence? 

What type of illustration will 
help me put across my message? 
How large should it be? 

What media shall I use for the 
story I have to tell? 

How much space can I use to 
best advantage? If I use more 
space than I need I am wasting 
money) If I use less space than 
I need to reach the greatest num- 
ber of readers and bring me sales 
commensurate with my outlay I 
am losing business. 

How shall I word my message 
and to what in human nature shall 
I appeal? 

Is my audience so varied that 
I must use different appeals to 
some? 

What action can I hope for on 
the part of my readers? 

What can I do to make it easy 
for that action to be taken? 

Is there any way in which I can; 
check my advertising to see that 
I am getting the most for my 
money? 

How can I follow up or supple- 
ment my newspaper advertising? 

How can I test the appeals in 


| WHAT’S BECOME OF 
THIS SIGN? 


Legitimate shows used it often. 
Why not for big movie attrac- 
ions, too? 
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Important Notice For 
Next Week 


NO 
FREE-LIST 
DURING NIGHT 
PERFORMANCES 
of 
CHEVALIER 


in 


“THE LOVE“PARADE® 


Contractual Obligations to 
Authors of Same, Prevents. 


PASSES FOR THIS 
ATTRACTION WILL 


BE ACCEPTED. 
ONLY DURING 


WEEK DAY 
MATINEES 
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my ads befcre spending too much 
money on them? 

EVERY AD MUST FIT THE 
PRODUCT, THE READING PUB- 
LIC, AND THE PUBLICATION 
IN WHICH IT IS PUBLISHED. 


PUBLICITY GALE ON DECEMBER DRIVE! 


Harold Kayes, District Publicity Representative, in co-operation with Charles A. Goldryer and Herman 
Clamon, managers of the Publix “Olympia” and “Broadway” theatres, Chelsea, Mass., tied in the Decem- 
ber Drive with the “TRADE AT HOME” movement of the local Chamber of Commerce which resulted in the 
slogan, “PUBLIX SHOP EARLY-TRADE AT HOME?” drive. 


The Mayor endorsed and officially opened the Drive. Merchants are carrying the slogan in their windows, 


newspaper ads and on delivery trucks. 
photographs, with certain women shoppers circled in red are displayed in theatre 


A roving cameraman takes pictu 


res of shopping crowds and the 
lobbies. All women in- 


cluded in the circle are given passes. The Street Railway Company is giving a “two for one” ticket for 
rides within the city limits, giving passengers a free ride home from the theatre. Below is some of the free 
publicity gained by the theatre, practically all being front page “breaks.” 


—_ 


- ee 
2 ie MAYOR QUIGLEY ENDORSING SHOP EARLY, TRADE AT HOME CAMPAIGN 


i 
w@Bsirector of publicity in New England for Publix Theatres; Simon 


‘Spated, left to right: Denis F. Mahoney, superintendent 
of Commerce retail merchants’ division; Hyman Kaplan, secretary, Chamber of Commer: 
lympia Theatre; R. J. O'Connell, W. T. Grant Co. store; Hi. C. Arn f Station WLOE; 
» Bel 


Hillam S. Henry; president, Obam! 


Will Help 
Stores Get Customers 


Fo: Early Shopping 


The movies will do their share this 
year to relieve the tires, aching feet 
af distracted shopgirls, mail carriers 
‘nd expressmen, who annually bear 
the burden of Christmas shopping 


formatice 


rush, it is 


bring abou! 
conditions. 


campaign 


tie.” w: 


ment to shoppers. 
tine of the 14 most extraordinary and) 
exceptional pictures now scheduled}; 
for production ‘#ill be released be- 
tween now ond Christmas and shown 
{n the 1.200 Publix theatres during, 
the pre-holiday season, to spread the 
shoppingyrush over four weeks instead. 
of the customary, hectic two weeks. 
‘Talleles of suct: compelling interest 
will lure the public into the shopping 
districts for two jour performances, 
thus making it -asy for the shopping 
ta be done with ‘more lelsure. 

| with these super-attractions Turing 
H movie fans to the shopping district. 
Hin the various cities and towns, and 
fg screen announcement at each per- 


Up?” wit 


1328+ 
wo Fy in Cl ‘yous. 
2 oy 
ordi SEARLAN 


Fas 5 
SHOP “'yery & pect eler| 


shopping to avoid the last minute 


the sheatre campaign, augmented by 
the usual local ‘newspaper drive. 


~ghop early and by degrecs."« will 
be the sense of the theatre screen 


Sli “shop early* campaign include: * 
lraen,” with George Arliss; “Welcome 


Qakie; “Saturday Night 

Clara’ Bow; ‘The Virginit 
Richard Arlen; “The 
(| George ‘Bancroft; 


These tio 
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nite Store, [3h 


Herbert D. Hancock, Ev 
man’s Store; Herman Claman, manager Broadway Theatre, artd 


uiging “carly. Christmas 
hoped that the weight of 


will 


t a long sought change in 


lot 
M&nner, a 


“Don't postpone everything 
make your- 


Ath Harold Lloyd; “Sweet- | 


e Mighty.” with 
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TTOW's Recor 
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Crone onion, ween or prceumia en yo 
STUDENTS PREPARE SPECIMEN AD LAYOUTS 


PRE-VIEW PRINT. 
ROUTES ARE” 
CHANGED — 


The Booking Department ha 
announced a change in route 0 
five pre-view prints, complete cor 
rected routing of which was rut 
in a former issue of PUBL 
OPINION. These changes are 0” 
casioned by the fact that the plat” 
has just recently been put in oper 
ation and a certain amount of der 
iation from the original schedult” 
must be expected before tht” 
routes are definitely set. 

The prints involved in th 
change, and the corrected rout” 
are: e, 
PRINT No. 3=—Charlotte, Imperial 

Spartanburg, Montgomery; Greet 

ville, Carolina; Columbia, Im 

perial;. Raleigh, Palace; Durham 

Paris; Greensboro, Carolina; Wil) 

ston-Salem, Carolina; Return ii 

Charlotte Exchange. ia 
PRINT No. 4—Jacksonville, Florida 
Daytona, Florida; Tampa, Tampi : 

Miami, Olympia; W. Palm Bead 

Kettler; Savannah, Lucas; Augiiy” 

ta, Imperial! Macon, Rialto; Ri 

turn| to; Jacksonville Exchange. — 
PRINT No. 5—Atlanta, Paramoutl 

Birmingham, Alabama; Annist0l 

Ritz; Montgomery, Empire; Chat) 

tanooga, Tivoli; Knoxville, Tem 

nessee; Asheville, Imperial; Ri 
turn to Atlanta Exchange. : 
PRINT No. 9—Omaha, Paramoutly ~ 

Sioux, City, Capitol; Des Moines 

Paramount; Marshalltown, Casind 

Waterloo, Paramount; Cedar Ra 

pids, Paramount; Davenport, (i 

lumbia; Grand Island, Capitol 

Columbus, Columbus; Return {¢ 

Omaha Exchange. i & 
PRINT No. 10—Minneapolis, Minnt) 

sota; St. Paul, Paramount; Ming . 

N. D., State; Bismark, Paramoul 

Fargo, Fargo; St. Cloud, Shermaiy 


Duluth, Lyceum; Rochestel 
Chateau Dodge; Faribault, Pard 
mount; Mitchell, Metropolitan 


Sioux Falls, State; Return to Mil 
neapolis, Exchange. ] 


“SOUTH” HELM 
“NORTH” FIGH 
BAD WEATHER 


(Continued from Page One 
all 
convinced that the energy, f 
sourcefulness and showmanslij 
which has been able to so su 
cessfully combat the ravages i) 
hot weather will have no difficulj 
in doing the same thing Will 
cold weather. q 

“In a past issue of PUBL 
OPINION, some excellent suggé 
tions were carried on “Bi 
Weather’ campaigns which shoil 
be carefully studied and adapted 
wherever possible. Also, mall 
other splendid suggestions {0 
exploitation may be found in tl 
back issues. Too much: though 
cannot be given to this subjetl 
It is a serious problem, withol 
doubt, but like any other probleil 
has a solution. No Publix sho 
man worthy of the name will tu 
in the alibi of bad weather fort 
persistent drop in his receipts dul 
ing the winter months. 

“In the South, however, thei 
conditions do not for the mo 
part, exist. Consequently, I show 
like to see added effort a 
thought given by Southern sho 
men during the next few monil 
to the selling of their:shows wi 
a view of increasing their box-t 
fice receipts for this period. Al 
added revenue coming from th 
South will tend to overcome 4 
possible shrinkage which may 
cur in the North. No organi 
tion, is working so efficiently th 
with extra thought and effort, 
cannot be improved. Now is iW 
time for that improvement, 
ticularly in the South, where 
theatres’ facilities are not 
burdened by the engrosiy 
struggle against bad weather I 


position. } 
NEW SYRACUSE THEA | 


The Paramount Theatre, } 
cuse, opened with a premier}//s 
formance the evening of Defy : 


WORKS UP TO 
BIG CLIMAX 


(Continued from Page Three) 


a 


fected with an agency which is 
_ putting out a special holiday 
_ “Photoplay News” magazine. The 
_ ads of many merchants appear, 

but the theatres get publicity and 


i, program space at no cost whatso- 


ever. 


David A. Lipton 
Publix-B & K 


With shopping about to absorb 
_ everybody’s attention, arrange- 

ments have been made for pro- 
_ Moting a master of ceremonies as 
_ ashopping tour leader! Al Kvale 


iy 


_ will be photographed in about. 


twenty of the leading shops. The 
_ merchants will run quarter’ page 
_ ads or more with half tones of the 
_M. C. and the headings will be 
_ “Shop Early—and let Al Kvale 


' Show You Where the Best Values 


_ Are!’ 


_ ties have been arranged by Bala- 
_ ban and Katz with the Chicago 
_ Evening American. The newspa- 
_ per selects thousands of poor chil- 
_ dren from settlement houses and 
institutions and they are admitted 


_ paper prints the story and _ pic- 
tures, giving the program which 
the children will see. This has 
_ been in effect several years and is 
_ how an annual event. 

With the co-operation of a 
' chain of local- papers, a name hunt 
“contest has been started with 
passes as the prizes. Names and 
“addresses picked at random from 
the directory are printed among 
the advertisements for the day. 
Those who find themselves listed 
Teport to the paper and.receive the 
pass. The paper runs a large ad 
‘and story each week listing the 
atiractions. 

Mr. Lustgarten at the Paradise 
Theatre 1s arranging to place a Santa 
Claus in his nursery with a pack of 
“gift stockings containing toys con- 
tributed by local merchants who re- 
‘ceive mention on a card placed in the 
“nursery.. The theatre advertises— 
“Attend the matinee after your shop- 
‘ping. Leave the children with Santa 
Claus in the nursery. A gift for 
every child.” 


/ 


Paramount Theatre 
Marion, Indiana 


ay 


Basing his December Drive 
on the New Show World, Man- 
_ ager J. C. King is planning a 
_ number of contests with news- 
_ paper co-operation requiring 
_ the contestants to write brief 
_ reviews of current attractions. 
_ Window displays and merchants 
co-operative ads _ containing 
heads of thirteen new screen 
_ stars are part of the contest. 


| Minneapolis, Minn. 


6. R. Prinsen 
In small towns the women folk 
are usually very busy two or three 
days before the holidays while the 
men wander about footloose. A spe- 
cial appeal to male audiences during 
that period might prove helpful. Of 
course, play action and outdoor pic- 
tures to get them in. 
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| Denver Theatre 
| Denver, Colo. 


A huge Christmas party with 
2,000.00 worth of merchandise 
upplied by merchants) given to 
}audience as gifts worked ex- 
nely well for the Denver Thea- 
Jast year according to word 
\ J. J. Shelley, publicity di- 
yw. It will be repeated this 
} 

& two weeks before Christ- 
Hprograms containing num- 
! e distributed to all.patrons 


\\ 


PROFIT DRIVE! 


Special charity Christmas par- 


_ to the theatre free of charge. The |. 


eo. 


MORE DECEMBER DRIVE BARRAGE! 


This is how Art Schmidt, Director of Advertising and Publicity of the Publix-Kunsky Theatres, Detroit, 
went about getting some space on his Shop Early campaign. The four column by 14 inches promotion tie-up 
ad shown, below is the first of a series to appear in the Detroit Free Press regularly from now until Christmas. 


_ \ 
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The Most Successful Givers 


SHOP 
EARLY 


Christmas season? 


If you haven’t tried it .. read over the store adver- 
tising in today’s Free Press and plan your shopping 
tour at once! Then write the Shopping Editor of 
The Free Press your own discoveries of “Why I 
Shop Early.” Read the awards offered for the best 


letters, 


-.. And while you are downtown refresh yourself 
with a matinee at the theatres. You will find a seat 
promptly for a holiday program of fine pictures, 
especially planned for the early Christmas shoppers, 


Alen you one of those clever persons 
who has discovered for yourself the 
wonderful advantages of completing 
Christmas shopping early ... who already 
knows the convenience of personal service : 
from unhurried clerks , . . the joy of selec-. 
tion from stock that is fresh and lovely 
and arranged for thoughtful consideration 
... of reaching downtown directly without 
irritating crowds to stop you...a comfort- 
able seat on the street car or bus, or an 
actual parking space for your car . . . the 
joy and satisfaction in returning home 
with gifts that you are happy to present to 
your friends, much the lovelier for the 
thoughtful purchase made EARLY in the 


‘ 


o, 
Xd 


¢ 


Send in your letters—not over 


“THE MYSTERIOUS 


“MIGHTY,” starting Fri- 
“OH YEAH,’ starting 


Specify the show you wish to hear in 
contest letter to The Free Press. 


THEATRE 
TICKETS 


for the Best 
Shopper Letters 


“WHY 
I SHOP 
EARLY” 


To Make Shopping Early still 
more interesting for you The 
Free Press is offering 25 pairs 
6£ theatre tickets for the best 
letters each week on “Why I 
Shop Early.” 


100 words—to the SHOP- 
PING EDITOR, Detroit Free 
Press. Tickets will be good 
for one of the following Pub- 
lix-Kunsky shows: 


“RIO RITA” 
STATE. 


“WELCOME DAN. 
GER” at the PARA:« 
MOUNT. 


at the 


ISLAND” at the AD- 
AMS. 


“TAMING of the 
SHREW” at the 
UNITED ARTISTS. 


day at the MICHI.- 
GAN. 


Friday at the MADI.- 
SON, 


la 
ee 


attending the theatre. The pro- 
gram contains the announcement 
of the party, the prizes to be 
given, the names of the merchants 
contributing, when the awards 
will be made, and the program 
for the week of Christmas. 


Since this is in the nature 
of a lottery neither the news- 
papers nor the mails can be 
used to publicize it. But trailers 
and word of mouth spread the 
news. At the proper time the 
winning numbers are posted on 
a board in the lobby and a 
trailer tells about it. Those 
holding the programs contain- 
ing the winning numbers re- 
port to the manager’s office to 


identify themselves and _ get 
their prizes. Last year the most 
important item was a $600 fur 
coat, this year it is planned to 
have a Chevrolet automobile. 


Capitol Theatre, 
Grand Island, Neb. 


Taking advantage of the Good- 
fellows group in the Elks, Man- 
ager Vogel Gettier has “been able 
to run. several pre-Christmas 
shows with apples and ‘potatoes 
as the price of admission. Of 
course publicity and good will re- 
sulted. The stunt will be re- 


peated this year. 


However, in order to get parents 
and money into the theatre, a stage 
show made up of talent from local 
dance and drama schools is given dur- 


|%%g several matinees. 


Publix-Great States 
Peoria, Ill. 


Theatre tickets may make good 
Christmas gifts! H. Stickelmaier, 
general manager of the theatres 
in Peoria, thinks so and proposes 
that a special atmospheric booth 
be constructed to facilitate the 

(Continued on page Six) 


QUICK REFORM 
DEMANDED IN 
~~ PASS EVIL 


(Continued from Page One) 
for a single pair each. Everybody 
else pays, including Home Office 
employees of all film companiés 
who, if they can get away with it, 
Imay charge ticket costs on their 
expense accounts. 
Cut Bill-posters 

Passes for bill-posters are or- 

dered out entirely. These have 


| always been “‘out,” in New York. 


In place of old fashioned outdoor 
billing printed window-streamers 
os make special tieups with 
chain stores, -ete., are delivered to 
the chain store sales-head, who 
displays them as a mutual-benefit, 
without ‘‘pay-off’’ passes for even 
himself, let alone all of the hun- 
dreds of his storekeepers. 

Passes for barbers, manicurists, 
garage attendants, _ girl-friends 
and Girl-friends-Aunt Minnie’s 
folks, are ‘‘out,’’ too. : 

Passes for reporters, editorial 
writers, composing-room_ chiefs, 
newspaper department-heads, are 
undisturbed. 

At the conclusion of the de- 
liberations by the circuit officials, 
an iron-clad ‘‘pass-policy’’ will be 
issued. Before this is issued, 
house managers and advertising 
managers are expected to make 
up their own local ‘‘pass policy’’ 
and forward it to their district 
manager for approval on up the 
line for final okay by the execu- 
tive committees This article in 
PUBLIX OPINION is. sufficient 
notification for the forwarding of 
letters containing local outline of 
the pass-situation. 


Tax Considered 

The pass-evil not only repre- 
sents a giant-fortune in money, 
but it also “‘spoils’” potential thea- 
tre goers. In addition, it is the 
source of innumerable petty ter- 
rorizations, impositions and other 
annoyances. There is no such 
thing as a “‘pass courtesy,” but 
there definitely is an interchange 
of free admission in return for 
some other consideration of value 
to the theatre, and only under 
this condition may a pass be is- 
sued. 

A ten-cent ‘‘assessment-tax’’ is 
being considered for all passes is- 
sued, except those for first-magni- 
tude, officials, and newspaper- 
writers. All others, it is planned, 
may be called upon to pay the 
dime, matinee or night. Trip- 
passes, as well as other forms 
of passes, will be first presented 
at the box office, and a special 
checkup-admission ticket issued 
in each case, and the dime col- 
lected by the cashier at this time. 
This money will go into a separate 
fund, to be designated at a future 
date by Mr. Katz. 


Ray Teal, Master of Ceremonies 
at the Saenger, New Orleans, will 
be transferred to the Paramount, - 
New Haven, when it opens on Dec. 
2 


Al Mitchell, formerly of the New 
Haven Olympia (now Paramount) 
opened at the Metropolitan, Bos- 
ton, on Nov. 28. : 

Lou Calabreese, whose name for 
publicity purposes is b eing 
changed to Lou Breese, opened as 
Master of Ceremonies at the Saen- 
ger Theatre, New Orleans, Dec. 5. 

Gabriel Hines opened an en- 
gagement as Guest Conductor of 
the Metropolitan Theatre, Boston, 
pit orchestra on November 28. 

Alex Keese finished his engage- 
ment at the Metropolitan Theatre, 
Boston, and has been transferred 
to the Capitol Theatre, Allston, as 
pit leader. 


Harold Ramsay has been en-. 
gaged as organist at the Minnesota. 
Theatre, Minneapolis, replacing- 


Eloise Rowen, beginning Dec. 7. 


‘ 


suggested two 
September. 
could be promote 
doing both. 
“Tt can’t be done!” complained a lot of people, who sneered at the 
Mr. Dembow offered a cash priz 


gest number 0 
Nearly fifty Publix showmen reported 20 “parades” ; 
nineteen; over 100 reporte 
ever, the $250 was sent to Marsline K. Moore, 
Division Director L. E. Schneider, and Division M 
the photos and reported that Mr. 
and staged FIFTY-ONE free street parades. 
saturated everyone in Fort Worth who reads; 


notion. 


between ten and 


don’t read or listen. 


first time in the nationa 
As a result, grateful civic 1 
where are show 


ticipated in the campaign outlined 
in PUBLIX OPINION, 
planted the news stories sent out 
by this publication, is entitled to 
an equal share of the glory. 


gigantic 
circuit or show business has ever 
known. 
an annual event in every city, and 
Publix will be eagerly sought for 
leadership 
being the case, it behooves every- 
one to be alert next September, 
and start planning early to take 
control-of the idea. 
opposition bring it up first next 
year and peat you out of your own 
property. 


was carried 
Press, The United 
national News, Universal Service, 
and 
“planted”’ 
Editor. 
3,500 daily 
dition, local theatre managers and 
press agents who planted a similar 
story sent out to them by Your 
Editor, registered effectively in at 
least 
which 
papers, 
press. 


During the September PARAMOUNT MONT 
street-parade ballyhoos, 


turned in the report of the lar 


those who listen, an 


advertised in September, and his 


Moore and his staff h 
His newspaper exp 
his radio exploitation satura 
d his 51 free street-parades stampeded those who run but 
It the attractions at his theatre were well 
month gross was sensa 
photographs of the achievement, published three weeks ago, should be of 


As a resu 


¢ 
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They Couldn't Be Done—But They WERE rr 


e of $250 to the theatre- 
f street-parade ballyhoos. 
twenty reported 
d more than a half-dozen. How- 
of Fort Worth, Texas, after 
anager Barry Burke verified 
ad actually promoted 
loitation 
ted 


tional. The s 


H DRIVE, Your Editor 
daily, for each of the 30 days in 


With the suggestion was a brief outline of how these parades 
d, with minimum cost, and effort—and somebody else 


permanent instruction value to every other theatre in the Publix circuit. 


An hour before going to pres 
hunch that the familiar co-op tieup page, 


Publix made Hallo 


Every Publix showman who par- 


or who 


The thing is one of the most 
good-will builders the 


It doubtless will become 


in the matter. Such 


Don’t let your 


Below is reprinted a story which 
by the Associated 
press, Inter- 


several mail-syndicates, 
in New York by Your 
This story hit at least 
newspapers. In ad- 


3,500 ‘more publications 
included weeklies, school 
and foreign language 


PUBLIX HEAD 
IS PRAISED 


NEW YORK, Nov. 23.—(Spe-. 
- gial) America’s first safe-and- 

sane Hallowe’en is credited to 
the more than 1,200 Publix The- 
atres in hundreds of letters ad- 
dressed to Sam Katz, president 
of Publix Theatres Corp., and 
Adolph Zukor, president of 
Paramount Pictures, by mayors, 
chiefs of Police and fire depart- 
ments, school principals and 
teachers. 


At the suggestion of Mr. Katz 
and Mr. Zukor, all of the Publix 
Theatres offered. free shows last 
October to school children who 
signed pledge cards promising 
to refrain from Hallowe'en mis- 
chief. As a result, it is indi- 
cated by the flood of congratu- 
latory letters now being received 
that customary Hallowe’en cele- 
brations caused less personal in- 
jury, violence and property dam- 
age in nearly 200 cities in the 
United States than ever before 


in police records for each com-| 


munity. 
Nearly every letter asks that 


Publix Theatres repeat the na- 
tional experiment next year. 


LIX SHOWERED WITH THANKS 
FOR ‘SAFE-AND-SANE’ HALLOWEEN 


ween “safe-and-sane” for America, for the 
hat night of hoodlum horror. 


L history of t 
d thinking Americans every- 


eaders an 
d leaders with congratulations. 


MEET THE BOYS: 


ering our theatres an 


To promote acquaintance, respect and mutual understanding 
Publix, these one-minute biographies are offered. 
here portrayed. We want the photo and biograp 


ROBERT E. HICKS 


Robert E. Hicks, 2 member of 
the Publix organization for the 
past two 

years, is @ 
jative Texan, 
and for twelve 
years after 
finishing 
school, was 
associate d 
with daily 
newspapers in 
‘| wichita Falls, 


the City Ed- 
itorship of the 
Ft. Worth 
Telegram to 
accept public- 
jty director- 
ship of the 
©| Publix Worth 
“\ Theatre in Ft. 

Worth, Texas, 

in November, 

1927. In July, 
1929, he was given his present 


assignment as manager of the 
Paramount Theatre, Atlanta, 
Georgia. 


R. E. Hicks 


WALTER MORRIS 


Walter Morris, manager of the 
Stanley, West Palm Beach, Fla., 

. obtained his 
theoretical 
and practical 
knowledge of 
the theatre 
while at the 
University of 
Tennessee. 

From the 
time of his 
entrance into 
high school 
in 1920 until 
the: e.-O mM = 


specialized 
course at the 
university, 
Morris was 
employed by 
t h e thea- 
tres ‘of 
Seen wae] 
Amusement 
Co.; | Tennes- 
see Hunter > 
prises, Inc.; 
Southern En- 
terprises, Inc. and Publix Thea- 


tres, in various capacities, from 
usher to house manager. Morris, 
since then, has acted as assistant 
manager and manager in Knox- 
ville, Chattanooga, Asheville, 
N. C., Jacksonville, Fla., and 
Miami Beach. 


Walter Morris 


name, 


pletion of his | 


the . 


s for our Nov. 22 issue, Your Editor got the 
which every showman in the 


WEE 


letters receive 
broadcasting § 


week, he gets 
talk on theatres.” 


FRANK B. QUINLIVAN 


Frank B. Quinlivan, 
manager of 


FEF. B. Quinlivan 
the Buffalo Theatre. 

When the Kensington opened 
in December, 1926, Quinlivan was 
sent to that house as assistant 


manager. 
from Canisius in June, 1926, with 
the degree of Bachelor of Arts, 
and the following September was 
appointed manager of the Ken- 


sington. 


Hi. E. Billings wine Other 


signments 0 
Minneapolis, 


Range. 


staff that 


tory and 


KLY TALK ON 
RADIO BIG HELP 


—_——— 


“Jack” Frost, of the Publix Ala- 
bama at Birmingham, has a cold 
but he’s a 
tickets, as evinced by a flood of 
d at the local radio 
tation, where Im>re= 


turn for ten pairs of passes each 
a daily ‘‘ten minute 


They're not printed as vanity ticklers 
of everyone in Publix. 


Shea’s 


He was 


HARRY E. BILLINGS 


Harry E. Billings is at present, 
city manager 


circuit frequently puts over to sell a single picture, would be possible on a 
four-weeks’ basis. Also it occurred to him that it could be done on a circuit 
basis, as part of the December Drive. In addition, sf the idea would work 
for a single newspaper page, «+t would work for more than one. If it could 
be done for page-ads, it would apply equally for heralds. 


Added help for the idea became possible by considering the “Shop-and- 


send-early” angle, with possible free distribution from local postmaster. 


When the paper came off the press, a dozen Home Office showmen said 
it couldn’t be done. While they were saying it, the Publix-Balaban & Katz 
showmen were actually doing it, having conceived the idea independently, 
long before it occurred to Your Editor. The next day, Lou Goldberg of the 
Brooklyn-Paramount reported that his follow-up on the idea was three- 
fourths completed; Charley Taylor, the “ace” merchandiser of Buffalo, re- 
ported likewise. Earl Payne, of Lexington, Ky., sent in a tear sheet of his, (re- 
produced on page 2) and Messrs. Ronan and Worley of Danville, Ml., wired 
that they have sold a series of them (page 1). Jay Rubens, of Publix-Great 


States reports that the idea is a cinch for every town under his supervision. 


PUBLIX OPINION is going to ask Mr. Botsford to collect all of the re- 
ports and samples of these heralds and tear-sheets, and compile them into 


a manual, which will be available for the entire circuit, for NEXT year. 


Get yours in EARLY, so that you'll be represented in that manual. 


Profit Drive’ 


Works Up To q 
Big Climax | 


(Continued from page Five) 
sale of tickets for gift purposes)” 
These tickets are to be the same) 
that are sold at the box office 4 
that the recipients will not he 
compelled to exchange them at they 
box office when they attend the 
theatre. Z 

They are to be enclosed i 
decorated envelopes containing 
no advertising. They are not to) 
be sold at special rates. These) 
tickets are to go on sale at leas) 
three weeks before Christmas ant 
are to be pushed by trailers, news) 
paper advertisements, and her y, 
alds. 


always sells Publix as an organiza- 
tion, and all of the institutional 
facts he can get, as well as excit- 
ing his invisible audience about 
coming attractions. 

There is a radio station in near- 
ly every city in Publixland and it 
is possible, as PUBLIX OPINION 
has often pointed out (see radio 
salutes) for you to get FREE time 
on that station at least once a 
week, and oftener if you have the 
energy and ingenuity. 


hot seller of 


Of course he 


of the splendid individuals who comprise 
for the showmen 


WILL J. GLASER 


will J. Glaser, manager of the 
Paramount and Sun_ theatres at 
\ Faribault, 
Minnesota, is 
one of the ve- 
terans in the 
i) exhibiting end 
"| of the motion 
picture indus- 
try. Starting 
as program 
boy, in the 
old Faribault 
Opera House 
in 1904, he 
continued in 
that theatre 
at various 
minor duties, 
until 1912 
e\ when he was 
‘appointed 
manager. In 
1916, ta Dee 
American 
Amusement 
Company of 
Minneapolis, 
purchased the 
Opera House 
building, re-named it the Grand 
and appointed Gluser aS manager, 


present 
Kensington 
Theatre, Buf- 
falo, stent hae 
started his 
theatrical ca- 
reer as an 
usher in 
Shea’s Court 
St. Theatre in 
October, 1924, 
while attend- 
ing Canisius 
College. The | 
\| following sea- 


Palace Theatre 
Gary, Indiana 


To combat both the Mond) Y 
night and the December slump 
Manager M. J. Wolf suggest 
a give away contest for evel 
Monday night during ti 
month. Merchants will furnis 
a radio, sets of silver, or othe 
items in return for a week (| 
publicity on the screen. Hai 
the people put their name al 
address on each chance tick 
and the store will be able f 
build up a mailing list. - 
Another proposal is to give sly 

hose or some such item to eva 

tenth woman coming to the thee 
tre.. Tickets are given at the gai 
and all those ending in 6 or 1S 
any other number determined © 
get the merchandise. io 


Publix Theatres 
Utah-Idaho | 


A Bake-a-Cake Contest il 
an unusual flavor to the Chik 
mas activities of the Utah-ld 
district under Advertising Mi 
ager W. Jd. Murphy. Some 
the prizes to be given away 
a Whippet automobile, a git” 
piano, @ Majestic radio, 


in that capac- 
ity until the 
theatre closed 
in the early 
part of 1925. 
During he e 


worked as an 
usher. and 
doorman at 


Will J. Glaser 


building, and operated it as own- 
er and manager. 
chased the opposition 
known as the Sun theatre. Later, 
he’ leased the theatre to Fi 
stein & Ruben, continuing a8 
resident manager for that con- 
cern until January 31, 1929, when 
a disastrous fire 
old Grand theatre. 
Paramount was erected on that 
site Glaser was assigned to man- 


age it. 


graduated 


‘ 


SIDNEY S. HOLLAND 


of four Publix ; 

: ge Sidney S. Holland, a graduate L f 
Lia Guat yeas of New York University, left the ranges, diamond rings, Be 
tres in Vir- any atag many others. The contest 

ginia, Minn.’ (i921 to pro- running an entire month 1 
ae oe duce vaude- announcement of winners st 
State, Royal ville 8.8 @ duled for the mght of Decetm 
and) Rex. ilu Wage eg 24th. 3 
“ Billings has Flolland’s 

een asSso- "\first contact S 
ciated with with Publix Le Clair T heatre 
the Finkel- alwas in April . 

Moline, Ill. 


1926, when he 


fp romote d 
several thou- 
sand dollars 
worth of 
gowns from 
the ea Gee 
mount studio, 
to be used in 
a fashion 
show he was 
producing in 
Pittsburgh. 
Hooliand’s 
present as- 
& RR. as- s. 8. Holland signment is 
were at in Brockton, 
Massachusetts, as manager of the 

Rialto Théatre. 


The suggestion from F 
Kennebeck that parcel stall 
be established in the vat 
neighborhood theatres Wid 


post office clerk in attenz 
secure post office co-op¢ 


tion for more 
than fifteen 
years, having 
joined that 
company in 
1914 after be- 
ing with the 
Orpheum cir- 
cuits at. in- 
coln, Neb. and 
Duluth, Minn.,” 
from 1908 to 


was so well received by 
Frudenfeld, district ma 
to the end that these ] 


that an effort will be m 
tions may be establisligi 
every theatre in the ¢ 


The theatre will furnish? 
and an expert wrapper. | q 


f Billings’ 
St. Paul, and Iron 


* 


“. 
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TURNING 


me 


RECORD HAILED 


BY ENTIRE 
"INDUSTRY 


With spectacular success 
crowning his efforts in the first 
year and a half of his adminis- 
- tration as General Director of 
- Theatre Management for Publix, 
and congratulations showering 


high in the industry, PUBLIX 
OPINION regards this as a 
most auspicious occasion to turn 
the spotlight upon David J. Chat- 
in. 

Shortly before Christmas last 
year, Mr. Chatkin assumed mana- 
gerial command of the biggest and 
greatest chain of theatres in the 
world, under the direction of Mr. 

- Katzand Mr. Dembow. Since then, 
one of the most complicated jobs 
of re-organization imaginable has 

' been quietly and effectively ac- 

complished. In all that time, ex- 
eept for his signature at the. bot- 
tom of brief inter-office memos, or 
an occasional word of congratula- 
tion publicly uttered by Mr. Katz, 
the circuit and industry has heard 
put little of Mr. Chatkin. The cir- 
cuit and the industry, } however, 
has heard plenty about’ the 
smoothly running Publix organi- 
gation that seemingly has no 


sl OO --_ ss > 2 


——— 
. eee 


down upon him from everyone | 


THE SPOTLIGHT ON DAVID J. CHATKIN 


breaking point under stress of ex- 
pansion, nor any saturation. point 
for assimilation of noted speci- 
mens of showmanship brain-pow- 
er. 
Silent as Coolidge 
Mr. Chatkin has outrivalled Ex- 
President Coolidge for reticence in 
the past year, and probably will 
continue to do so in the future. 
' PUBLIX OPINION, however, tak- 
' ing fullest advantage of all the 
license and liberty it possesses as 
the functionary-extraordinary for 
the circuit, feels that in its policy 
of publishing the photos and biog- 
raphies of all Publix showmen, a 
most comprehensive word picture 
is needed to acquaint everyone 
with this silent man whose big 
job has been so quietly effected. 
Mr. Chatkin’s biography should 
| really start with a remark: Your 
' ditor recently heard from A. H. 
- Blank, founder of the noted Pub- 
lix-Blank circuit. It was made one 
' day in the corridor of the Home 
‘Office as Mr. Blank, on his way 
from somewhere to some other 
place, encountered Mr. Chatkin 
going likewise. 

“Say, Dave,’ exclaimed Mr. 
Blank, “Here’s a laugh for you! 
Do you remember when I first 
started in show business, back in 
1910—over nineteen years ago ee 

“Sure,” answered Mr. Chatkin, 
“7 ought to. I sold you the first 
projection machine and equipment 
you ever owned.”’ 


‘That’s the Laugh’ 

; ‘Well, that’s the laugh!’’ 
grinned Mr. Blank. .““That equip- 
ment is still doing duty, though 
it’s been ‘written off? my books a 
' dozen times. I finally sold that 
' machine a few weeks ago to a fra- 

ternal organization, and I got as 

much money for the entire equip- 
> ment as I paid for it in the first 
' place.” 

Which speaks worlds for. Mr. 
Blank’s business acumen, and also 
for the value of merchandise\ Mr. 
Chatkin has always made it a 
point to be associated with. How- 
> ever, we tell it to you principally 
- to register the fact that nineteen 
years ago your General Director 
of Theatre Management was 4a 
showman of such calibre that his 
advice and activities helped to 
build the foundations for the for- 

tunes and careers of some of 
_ America’s foremost theatre’ mag- 
‘nates of today. Which also indi- 
Yates, to any of his subordinates 
with the least bit of imagination, 
hiow valuable it is for them to be 
sarolled in the ranks commanded 
iy such a leader. 

From this, and Mr. Chatkin’s 
ematurely gray hair, you might 


David J. 


General Director of 
think he’s an old man. Actually 
he’s 41 years old. Reticence, 
composure and premature gray 
hair, are among his inherited 
characteristics, but development of 
the art of perfect poise and the 
science of being a “‘perfect’’ list- 
ener, are strictly his own accom- 
plishments. 

Trimmed Windows 


Mr. Chatkin ran ‘away from 
home and college in Pittsburgh in 
1908 in order to take up his share 
of parental support, and landed in 
Chicago. His first job, ten min- 
utes before starvation, was as a 
window trimmer for the famous 
“Tom Murray” stores for one day. 
He got fired for lack of the spe- 
cialized knowledge that he was 
supposed to have, but his next job 
in a similar capacity for the 
Spiegel, May & Stern mail-order 
house lasted long enough for him 
to become expert at answering 
‘complaints. 

While on this job, he became 
acquainted with Albert Fuller, 
cousin and business associate of 
Aaron Jones, who was. then Chi- 
cago’s most outstanding theatrical 
and movie magnate. Mr. Chatkin 
got a supplementary job at the 
Fuller-Jones nickelodeon at 39th 
and Cottage Grove, acting as sing- 
er of illustrated songs. In the day 
time,’ he continued in his “regu- 
lar’ job as a mail order corre- 
spondent, fearing that his new 
found income wouldn’t last. How- 
ever, his college glee club and mu- 
sical education, received at the 
Western University of Pennsyl- 
vania, stood him in good stead 
and whether you believe it or not, 
(it makes no difference to Mr. 
Chatkin)—-your general director 
of theatre management was in 
1909, to Chicago’s patrons of those 
nickelodeons ‘called ‘‘Arcade,” 
“Rex,” and Sig Fuller’s “Bijou 
Dream,” what Rudy Vallee, Paul 
Ash and Jesse Crawford of the 
multi-million dollar cinema cathe- 
drals are today. 

First ‘It-Man’ 

Mr. Chatkin shyly denies it, but 
Aaron Jones, A. J. Balaban, and 
other noted showmen who recall 
those halcyon nickelodeon days, 
will insist that you believe them 
when they tell you that he was 


Chatkin : 
Theatre Management 
dustry’s—first cinema-theatre ‘‘IT- | 


man.’ As a matter of fact, A. J. 
Balaban, who also sang for ‘‘illus- 
trated songs,’’ and Sam Katz, who 
played piano accompaniment for 
A. J. Balaban, were among the 
loudest hissers of Mr. Chatkin’s 


histrionic ability—for they were 
his opposition in the “profession” 
at that time. They ‘‘knew him 
when! And How!” 

The infant cinema industry 
erew rapidly, and lustily, and Mr. 
Chatkin, along with Messrs. Katz, 
and Balaban, found himself grow- 
ing with it and helping to guide 
its infantile career. It would not 
be untrue to say that Mr. Chatkin, 
as well as Messrs. Katz and Bala- 
ban, often nursed fingers pricked 
on safety pins of the industrial in- 
fant’s diaperhood. 

In the passing years Mr.‘ Chat- 


kin is seen swiftly progressing 
from such jobs as a ‘‘lecturer”’ 
with the first filmed ‘‘Passion 


Play,’ to general assistant of the 
noted ‘Old Man Baker’’ of the 
pioneer “Globe Film Company,’’ 
which sold and rented film and 
theatre equipment. It was here 
that his first training as a show- 
man and executive in show busi- 
ness was obtained. 


Sales Executive 


Gradually, “Old Man Baker” 
came to depend entirely upon 
Dave Chatkin, and the business 
grew and prospered. The General 
Film Company then loomed upon 
the horizon, backed by mighty cap- 
italists, and Dave Chatkin was one 
of their first man power seizures. 
He became an exchange manager 
and later a branch manager for 
this organization—and in 1913 
was known as one of the first 
dozen high-pressure expert film 
sales executives. His success was 
due not only to selling the right 
kind of film to the right kind of 
exhibitors, but in most cases, also 
teaching them how to merchan- 
dise the film to the public. 

Demand for his services grew. 
He served in the capacity of sales 
executive, district manager, and 
various other titles for numerous 
companies which loomed . large 
upon the horizons of that era, but 
have since passed inté the limbo 
of forgotten film history. We 


Chicago’s—and probably the in-see him selling the first projection 


machine to A. H. Blank, which 
started that present day multi- 
millionaire showman on his way 
toward fame and leadership in 
this business. We see him buy- 
ing and selling and operating his 
own theatres. One night is par- 
ticularly remembered when he 
startled all Chicago showmen by 
taking in $70 in nickels for ‘‘Uncle 
Tom’s Cabin” first film version, 
during its “‘Southside Premiere” 
at his little 300 camp-chair thea- 
tre at Fifty-fifth and Woodlawn 
where an imposing hall of learn- 
ing now stands, a part of the Uni- 
versity of Chicago. 


Eddying Fortunes 


We see him operating several 
more little nickelodeons; rich 
man, poor man, up and down with 
the eddying fortunes of the film 
business itself; again as the as- 
tounding chance-taker who, took 
over the management of Chicago’s 
then noted ‘‘LaSalle Opera 
House,’’ where he gave Chicago’s 
society its first de luxe film thrill 
by. charging a dollar to see Sarah 
Bernhardt in ‘‘Camille’ and other 
productions. Adolph Zukor’s first 
productions with noted players 
like Bernhardt, Wilton Lackaye, 
and others, got their first ‘‘big’’ 
money from Mr. Chatkin’s thea- 
tres. Ushers in uniforms who 
said ‘‘t’ank yez,’’ and such creative 
literary geniuses of newspaperdom 
as Jack Lait and Ben Hecht, were 
among the influences at his com- 
mand that brought patrons to his 
opera house to enjoy these attrac- 
tions. s 

‘Additional high lights of his 
career reveal him as the district 


exchange manager in Chicago for | 


Warner Brothers; as Pal Power’s 
representative in Universal City; 
as the owner of state-rights dis- 
tribution of ‘“‘Uncle Tom’s Cabin’’; 
as the seller of same to Fitzpat- 
rick and McElroy, (now Publix 
partners) in their early days of 
theatre operation and film distri- 
bution; as seller of the first Alan 
Dwan and J. Warren Kerrigan 
one-reelers; as the writer of sev- 
eral scenarios which were prompt- 
ly stolen from him and produced 
for big profits in which he didn’t 
participate; as the successor to 
Joe Schnitzer (now president of 
Radio Pictures) in the manage- 
ment of a Toledo film exchange; 
as associate receiver for the United 
Film Service, finally buying seven 
western branches; building them 
up and selling them. 


Starts Exchange : 

He then started association, 
with Marion Kohn, the first short 
subject exchange in the United 
States, at San Francisco and Los 
Angeles. He aided E. W. Ham- 
monds in the formation of Hduca- 
tional, and later became General 
Sales Manager of Educational. 
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SELLING 
TRAILER! 


Publix-Balaban & Katz 


merchandisers, quick to turn 
any newspaper or magazine 
“break”? to the task of sell- 
ing tickets, got out this 
timely trailer from the 
Liberty Magazine: 
READ THIS _ STRIKING 
TRIBUTE TO THE 
TALKING SCREEN! 


Liberty Magazine, in last 


week’s issue says: “We 
think talking pictures are 
the greatest advance in 


dramatic art since the time 
of Shakespeare. They are 
spreading a knowledge of 
good acting as the radio is 
spreading good speech.”’ 


We know. that you will 
agree with Liberty Maga- 
zine when you see our forth- 
coming series of talking pic- 
tures. 

(List of coming attractions 
here) 

PUBLIX-BALABAN & 
KATZ THEATRES BRING 
YOU THE BEST TALKING 
PROD UCTIONS — AND 
BRING THEM TO YOU 

FIRST. 
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Interspersed in these panoramic 
flashes are the making and losing 
of two fortunes; exciting sales- 
duels with exhibitors who had to 
be sold unwanted pictures for 
their own good-pictures that made 
big profits for those exhibitors 
who afterwards became theatre- 
magnates. ; 

The Katzes, and Balabans, and 
Blanks, and Skourases, and Fink- 
élsteins and Rubens and scores of 


other great showmen who have 


since become the _ present-day 
names-to-conjure-with in show 
business, knew Dave Chatkin as a 
quiet and sympathetic, but deter- 
mined man who exemplified. that 
definition of a gentleman which 
says “a gentleman is one who 
hever wilfully causes pain.’ They 
knew him also as a showman from 
the standpoint of theatre opera- 
tion as well as film production 
and distribution. 

It was in 1924, during one of 
those : conferences where - Dave 
Chatkin had to sell Educational 
Film at the highest prices obtain- 
able, and Messrs. Katz and Bala- 
ban had to buy at the lowest 
prices possible, that Mr. Chatkin 
finally closed his deal, and in con- 
clusion remarked that some day 
film business would again find him 
in the exhibition side, instead of 
in distribution. 

Publix Acquires Him 

One month later, Sam Katz 
came to New York as president of 
Publix, and a month later, Dave 
Chatkin resigned as general sales 
manager of Educational. He 
joined Publix as associate to Sam 
Dembow, Jr., who was then head 
of Publix buying and booking de- 
partment, buying short subjects. 
Then, as Publix expanded to tre- 
mendous size, the wide experience 
and unusual abilities that he had 
acquired since 1908 in all 
branches of show business brought 
him supervision of the eastern 
division, when Mr. Crabill went 
to the coast, and then into the job 
of general director of theatre 
management. 

How the management depart- 
ment quickly became organized 
into divisions and districts, how it 
systematically assimilated count- 
less new circuits and activities, is 
well known to everyone in Publix. 
Credit for this, Mr. Chatkin will 
tell you, belongs to the advice he 
got from those to whom he is ac- 
countable, and to the loyal and in- 
telligent support and activity of 
those who are accountable to 
him. 

: Quietly Efficient 

He asks for no part of the cred- 
it for himself, and does not men- 
tion that the Publix policy of 
“promotion from within the ranks 
for meritorious service,’ is his 
chief personal hobby. Also, if you 
go to him and, ask questions about 
his career, with a biographical ob- 
ject in mind, you’ll be firmly told 
that there isn’t enough informa- 
tion to be worth while repeating. 
If you ever try it, you’ll find that 
the only way you’ll ever get it, 
will be to do as your present writ- 


er did—-know second-hand all 
about Dave Chatkin for the past 
ten years, then know him casually 
for a year or two, and then know 
and observe him intimately for an- 
other year or two. 

In that way, piecemeal, by a 
camouflaged question every now 


and then, you’ll get to know 
something about this. effective 
showman-executive who admits 


that he “didn’t write the book” 
on show business. Like Adolph 
Zukor, he goes about his business 
so unobtrusively that an uniniti- 
ated visitor in the home office 
might easily mistake him for one 
of the unimportant help, and pass 
him by in favor of some bass- 
voiced office boy. 


Newton Residents See 
Masked Cashier Stunt 


Free admissions were offered to _ 


persons in Newton, Ia., who iden- 
tifled the masked cashier at the 
Publix Capitol. The attraction 
was ‘“‘The Girl In The Glass Cage.” 

Manager G. P. Hundling engag- 
ed a local girl to replace the reg- 
ular cashier during the showing 


of the picture, between 7 and 9. 


eerie 
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READ THIS FO 


SERIOUS WORDS, SPOKEN 
IN JEST, POINT OUT BIG 
STUNT MISSED BY PUBLIX 


With his head hanging in 
shame, Mickey Finn, Special Stim- 
ulator to PUBLIX OPINION, and 
Director Of Special Movements 
For Your Editor, comes slouching 
into the editorial sanctum today, 
confessing that he has allowed 
PUBLIX OPINION to get scooped. 
Consequently he takes the blame 
and onus for defrauding you of 
a chance to pull a gigantic, eye- 
smashing town-exploding bomb- 
shell of attention on all of your 
December attractions. 
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“VARIETY” WAS RIGHT, AGAIN! 


A back-page advertiser in “Variety” recently screamed 
in pain “that ‘Variety’ is wrong again,” and most of us gig- 
gled. But on the front page, “Variety” was taking its third- 
consecutive-week whack at its job of reporting pre-Christ- 
mas merchandising efforts being executed by the big stores 
and mercantile interests. The sheet told about window dis- 
plays that looked like theatres, of departments operated 
stage-fashion, of mannequins that out-“looked,” the hottest 
of stage-mamas. They told of exploitation stunts grabbed 
hot off the rim of the Press Agents Old, Hokum Bucket. 

Probably most of “Variety’s” show-business readers 
glanced painlessly at it, and passed on. But to imaginative 
theatrical press agents, it was a stabbing stimulation of 
warning to “get hot” before theatrical exploitation goes the 
way of the billboards. Billboards you may remember, were 
invented by the theatre, but became so successful that mer- 
cantile interests eagerly ran up their cost until they became 
prohibitive to show business. So show business turned to 
press agents instead. Now the press-agenting methods (we 


Read This Careful- 
ly and Weep If You 
Wish 
— BUT 
REMEMBER 


TO MAKE A NOTE OF IT 
AS SOMETHING TO DO 
ON NEXT THANKSGIVING 


R NEXT OCTOBER FIRST} 
‘BUDDY’ ROGERS 


plays five musical 
and sings, 
one of the most popular of motion 
picture stars, will be the outstand- 
ing attraction on the Paramount- 7 
Publix radio hour to be broad- 7 
cast Saturday night (December 7) © 
at 10 o’clock (Eastern Standard 7 
Time) over the nation wide net- 7 
work of the Columbia Broadcast- 7 
ing System. b- 


phone in the Paramount studio in 
Hollywood, Rogers will sing and) 
play popular successes in honor) 


IN MUSICAL | 
RADIO HOUR 


Charles “‘Buddy’’ Rogers, who 
instruments 
in addition to being 


Standing in front of a micro- 7 


He knew that his guilt was 
well-known and of the bitterness 
towards him for his negligence. 
“J caused Publix to miss the 
chance to get a smashing, circuit- snatch ideas and pop them up in 
wide start on December Drive,” PUBLIX OPINION so you can bat 
apologized Mickey. “On account|’em for a home run. But he 
of me being asleep at the switch, | flopped miserably—and in addi- 
besides being generally dumb, | tion flopped on this publication’s 
Publix missed the chance to get{very own preaching. 
the credit and value of a huge The annual “Thanksgiving Day”’ 
Thanksgiving Day afternoon|parade of Macy’s Department 
“Shop-and-Send Early Parade.” store is the cause of his shame. 
In making the admission, Mickey |The parade, which is promoted 
stood posed in proper attitude for|and staged every Thanksgiving 
a swift kick where it would do|Day afternoon, is a “parade of 
most good. . toyland,” designed to let the three- 
It’s his job to anticipate, and miltlion-crowders-of-B roadway 


know that Macy’s toyland is 
PUCKETT SCORES! 


open. As a matter of fact a 
$10,000 Macy toy display was also 

Precedent was' knocked for a 
banner in Brooklyn when the 


at the moment being shown in 
the New York Paramount Thea- 
Brooklyn Paramount opened its 
anniversary show on November 


DAY. should call it merchandising, 


being seized by 
Broadway, is an example. 


ing in the air, 
dollars worth 


tre lounge-room. All of this 
whizzed past Mickey’s thick skull, 
and didn’t even penetrate. Then 
the parade passed him, and he 


15th. As the photograph below 
shows, a gala decorative scheme peed boge © Goda" hes was to get fired. 
prevailed on. the canopy and paralyzed in the stooping posture If you 


building. For the first time in 
Brooklyn theatrical history, per- 
mission was obtained to stretch 
a banner advertising a theatre. 
Ray Puckett of the publicity de- 
partment got the permit. 

banner was stretched across 
Flatbush Avenue. Colored lights 
were hung in strands from the 
roof of the building to the 
canopy. 


during the last two years 
the cost of advertising your 
spend the ad-budget saving 


described above. He was moan- 
ing. 
“My-y-y-y-y Ga-w-w-w-wd!”’, he 
babbled. ‘Why didn’t I think of 
a merchants shop-early-parade on 
Thanksgiving Day that would 
have displayed banners of every 
December attraction in every Pub- 
lix theatre in each of all these 
hundreds of Publix towns! I must 
be going nuts! I can’t see how 
I muffed it! After we’ve been 
yelling about merchant co-opera- 
tion too! ! Only a week before, 
we bragged that our idea for 2 
parades-daily dur ing PARA- 
MOUNT MONTH resulted in 51- 
parades in Fort Worth. We 
awarded, a $250 prize to Marsline 
K. Moore! And we’ve been yell- 
ing that ‘Shop Early’ would dit- 
fuse the ruinous 2-week shopping 
period over four weeks, and thus 
make better theatre-going! And 
with. all of those cards in our 
mitts, we flopped! Shoot me some- 
body!’? Your Editor, always eager 
to oblige, pulled out a flit-gun, and 
was about to take aim, when 
three other people interfered. 

“Don’t shoot,’ they objected. 
“Wwe want to take advantage of 
that posture and get in some punt- 
ing-practice! Anyway, ‘he don’t 
deserve shooting because he must 
have been half-shot last week, or 
he’d have thought of the parade- 
gag!” 

So they spent the next half 
hour punting in the places on 
Mickeys anatomy where \every- 
body else in Publix during the 


on the 


fellow do the work 
gas some more. 


babies work 


OPINION—just thank 


or missed. 

Thanksgiving Day afternoon, of 
course, is the ideal day for a pa- 
rade and the launching of the 
“opening of Toyland’ and “the 
Shop and Send Barly” movement. 
Let’s all remember it for next year 


and campaign. 


‘LOVE PARADE’ 


Seventy-five per cent 
of the population of San 
Francisco has seen “The 
Love Parade,” according 
to a telegram from Her- 
man Wobber to Mr. Katz. 
The Chevalier picture is 
going like wild fire on the 
Pacific coast, as well as in 
New York, where S. R. O. 
sign is out constantly at 
the Criterion Theatre. 


because we personally swiped 
that word ten years ago from the department stores) are 


of his latest Paramount starring) 
vehicle, “Half Way To Heaven,” 7 
to which this hour in the air is 
dedicated. Rogers’ act will be re a 


the department stores. 
‘ing Day “Toyland Is Open” parade, viewed by 3-million on 
Five miles long, and $15,000 to 
produce, with helium-inflated rubber animals and_toys float- 
it was aj sensation that got Macy’s a million 
of remembered free advertising. Which, of 
course, will make every other 
to get some of the same. The practice will doubtless spread 
in these days of fast communication. 

All of this means several things to the alert showman. 
If you’ve been apologetic and timid about permitting your 
merchants to benefit themselves by basking in the reflected 
attention-getting qualities of a 
nee prices—or if you've been passing out passes for window 
tieups—turn about and steam up your bass voice. With 
present available knowledge, you ought to 
a tieup, same to be entered on the 
account.on your box office report. It is legitimate theatre 
by-product income. If you give passes for tieups, 


haven’t been taking PUBLIX OPINION’S advice 
and failed to let the merchants pay 
shows thus permitting you to 
for additional entertainment, 
you’ve been missing a big bet. 
REAL tieup idea up to now, 
be so antiquated in another month that your 
like an inverted Christmas tree. 
expert at tieups which sell your tickets 
and bear the expense, then step on the 
It’s the only way 
your job next year, because these slow starting mercantile 
fast when once they start. 
start fool you. The press-agenting racket will be such tough 
going for theatres, next year, in competition with the big 
stores that even calling yourself a “merchandiser” won’t save 
you. Remember, these big stores buy page-ads daily in all 
papers, and employ hundreds of influential “letter writers” 
and voters and money spenders. 

Mark this tip in your hat, and don’t 
“VARIETY,” and renew your sub- 
scription and change its mailing address to your home, where 
you'll have time to read it all, in retentive mood. 


Se ee SSS 
last few weeks has either kicked | National Radio Hook-Up 


and in October, get the merchants Thursday evening, December 5, on 


association to promote the parade 


ee ee 


Macy’s Thanksgiv- 


New York merchant hasten 


film-tieup that carries mati- 


charge money for 
“miscellaneous income” 


you ought 


If you haven’t been “hot” 
get hot quick, or you'll 
beard will look 
If you’re already a hot-shot 
and make the other 


you'll be likely to keep 


Don’t let their slow 


thank PUBLIX 


On Hollywood Premiere 


Twenty of Hollywood’s most fa- 
mous film stars were heard over 
the coast to coast hook-up of the 
Columbia Broadcasting System, 


the occasion of the Hollywood 
premiere of Ronald Colman in 
“Condemned” at the Chinese The- 
atre. It was the first national 
broadeast of a Hollywood pre- 
miere. ; 

Ronald Colman, Vilma Banky, 
Dolores Del Rio, Corinne Griffith, 
Ann Harding, Lupe Velez, Fannie 
Brice, Rod LaRocque, Harry Rich- 
man, Louis Wolheim and many 
other stars of all film companies 
participated. 


COSTUME ECONOMY 


A suggestion for economy in 
costumes has been advanced by 
Nate Frudenfeld, Tri-City district 
manager. Those theatre intend- 
ing to have a Santa Claus would 
do better to buy a suit rather than 
rent one. These can be kept from 
year to year. . 


layed directly to the Columbia)” 
Station WABC in New York City” 
and then re-broadcast to the sixty 4 
associated stations of the system.) 


tion of the hour, the program will 
be highly musical, being staged in7 
the Paramount-Publix Playhouse, 
the de luxe theatre of the ainy 
Following selections by the con- 4 
cert orchestra under the direction’ j 
of David Mendoza, and an orgal 
solo by Jesse Crawford, John & 
Carlile, head of the Paramount 
radio department, will introduce 

Paul Ash as master of ceremonies) 
who will conduct the stage show 


bute to this musical stage presen: 
tation of the air are Paul Small) 
and Dorothy Adams 
“Let’s Be Common’; Miss Adams 
in a solo, “I’m All Atwitter’; a7 
band number, 
Doll,” and ‘“‘When The Real Thingy 
Comes Your Way,” 
Moon, Same Old June”; ‘You Di 
Something,’ from the Broadway 
stage 
Frenchmen”’; 
“On The Road To Mandalay’) 
Yvette Rugel in a vocal number; 
the Paramount Four; Fred Vettel” 
tenor, 

soprano. 


Set ‘Applause’ Title 


-|yanee trailer available 
Home Office, which includes silem 
and sound shots, particularly om¢ 
which gives the effect of deafeny 
ing applause as the trailer is be 
ing run in the silent-shots. 


has succeeded I. R. Waite as mal 


In addition to the Rogers por- 


re 


Among those who will contri 


singing, 


“Lonesome Little 


“Same Old) 


success, ‘Fifty Million 
Tony Gale singing” 


and Veronica Wiggins)” 


This Way for Effect 


When you play “ApPLAUSs@, 


the suggestion is made’ that yol y 
have all captions, whether trailer 
poster, or ad-type, set in the fore 
going manner, to give emphasis) 
to the syllable, ‘““PLAU.”’ It seem 
to put a punch in the word, which 
is amplified by an exclamation F 
point after the word, which, @ % 
course, is quoted. . 


7 


There is an exceptional fine ad 
in they 


f 


MANAGERS SWITCH 


Homer Le Tempt, former mani 
ger of the Majestic, Austin, Texagy” 


ager of the Queen Theatre, Galvety 
ton, Texas. Waite assumes thi 
post of Le Tempt at the Majestit, 


ATI 


AT YOUR 
NEW YORK 
THEATRES 
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THEATRE PICTURE 
Paramount, 
- Halfway To Heaven 
Rialto........- The Trespasser 
Rivoli, 


he Taming Of The Shrew 


B’klyn Paramount, | x 
é Halfway To Heaven, 


Criterion ($2), 


AAA 


The Love Parad: : 
ST mM MN 
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DOWLING TELLS 
HOW TO SELL 


-_GHRISTIES 


—By PAT DOWLING 


q (Director, Advertising and Publicity, 
i" Christie Comedies) 


There are so many ways in 
which the Paramount-Christie 


Talking Play can be used as}. 


an added box office builder that 
_ the managers who are not tak- 
_ ing advantage of these various 
_ forms of advertising are miss- 
ing some great bets. Particu- 
larly now, when the new talk- 
ing short features have struck 
such a popular note with the 
public, is the time to strike out 
for extra dollars through sell- 


EDITOR’S NOTE: 


So that you won't “sell © 
short on shorts,” as Sidney 
R. Kent once aptly expressed 
it, Your Editor asked Pat 
Dowling, Director of Adver- 
tismg and Publicity for 
Paramount-Christie Come- 
dies to give you his views on 
how to make shorts dig pay- 
dirt. Mr. Dowling is known 
to the industry as one of the 
most expert and effective 
merchandisers in show busi- 
hess, so his thoughts may 
be accepted as final. We 
asked him particularly to 
show us successful examples, 
where possible, and he has 
complied. We hope you’ll 
benefit so much from what 
he says that you'll do what 
we did—write him a nice 
letter of thanks. 


ing the talking comedy. 

F Especially big stars are being 
' used in the Christie series of talk- 
_ing plays, stars who are often of 
equal name draw with the names 
_ in the current feature pictures. 


- Diffetent concrete forms of ad- 
 yertising these short features are 
enumerated below, most of the 
_ examples of which as illustrated 
_ here have been used recently by 

‘the various Publix theatres on the 
Pacific Coast. 


1. Space in newspaper ads. The 
Ford Sterling spot in the United 
_ Artists Ads from Los Angeles with 
_ Eyangeline is particularly effec- 
tive, likewise the Marie Dressler 
corner art in the current ad on 
the Swanson picture gets 
-yalue out of the comedy and at 
the same time does not interfere 
with the main sales talk on the 
feature. 


2. Lobby frame for comedy. 
‘The lobby frame is a good place 
to sell the extra added attraction. 
_ 38. Newspaper publicity. Para- 
mount exchanges have _ press 
‘sheets and star photos which are 
good for at least one shot in the 
papers on these talking two- 
‘reelers. They are particularly 
yaluable to use as follow up 
‘stories on a one week stand, and 
come in extra handy on long run 
engagements when the publicity 
stuffon the feature is running 

ow. 

_ 4, Twenty-four sheets used in 
Los Angeles have been sniped 
‘with special copy on Christie 
Talking Plays. The phrase 
“Christie Talking Comedy’ or 
“Also Christie Laughie’’ are fair- 
ly short and adaptable to spotting 
‘as a corner snipe on regular 24 
sheet stands which cover the fea- 
ture picture. 

5. Six-sheets were used in Los 
Angeles for Marie Dressler in 
‘Mangerous Females,’’ which was 
sed with the run of Swanson in 
he Trespasser.’”? Sixes were 
used for the Gleasons in 
et the Missus’ and for ‘‘The 
Incholy Dame” in San Fran- 


i 


) ines in electric lights. 


} 
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full 


The| United Artists, 
Wwalue in these talking plays | passer’’ 
ints liberal use in marquee| Laugh hit, “Dangerous Females.”’ 


‘ 
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cusses short subjects and their exploitation in detail. 


plays are West Coast specimens. 


‘NEVER SELL SHORT ON SHORTS! 


These specimen ads and marquee displays illustrate how wise Publix showmen.are cashing in on Christie 
talking comedies and other short subjects. In another column, Pat Dowling, Christie advertising expert, dis- 
The five ads are from Pacific coast newspapers, as is 
the reprint of typical newspaper publicity which gets an extra shot on the short feature. The two marquee dis- 
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MARIE, 
DRESSLER 
POLLY MORAY | 
Paramount-Christe” 
All-Tali Comedy . 
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GE PERFORMERS DESERVE 


CONSIDERATION, SAYS BALABAN 


The stage performer of today 


must be considered an artist de- 


clared A. J. Balaban, head of Publix’ music and production depart- 


ments. 


A proper consideration by every theatre manager of his 


responsibilities, handicaps and mode of living may result in more 
harmonious relations where harmony is badly needed. He elaborated 
his message with the following statement: 


“Nature’s flowers cannot bloom 
without sunshine. Encourage- 
ment to the majority of the art- 
ists of the stage is as important to 
them as the sunshine is to the 
flowers. They thrive on it — it 
enthuses them. And the same 
can be said of applause. . It serves. 
as a stimulant to the efforts of the 
artist. It builds up his spirit. It 
spurs him on, to give the best 
that’s in him. Let him or her, as 
the case might be, go on the stage 
in a disturbed state of mind and 
immediately the audience suffers 
the reaction. It is only human 
that one must be in a happy frame 
of mind in order to accomplish 
the most good. 


“Tike in all other walks of 
life, there are mentalities to be 
found among performers of 
the sort that never appreciate 
anything, be it encouragement, 
a kindly act or otherwise. But 
why penalize those who accept 


lights, as seen here .in Ford Ster- 
ling Christie Talkie. 

7. Marquee hangers... The han- 
ger is a good spot in which to ad- 
vertise the extra added attraction 
of the talking two-reeler. 

8. Trailer copy: Don’t overlook 
using a line about the comedy in 
trailer copy. For instance at the 
Paramount theatre in Los Angeles 
the trailer copy advertising the 
attraction at the other house, the 
sold “The Tres- 
and also the Christie 


and respond to kindly words or 
treatment because of the short- 
comings of their less forunate- 
ly gifted brothers and sisters. 


“IT have learned during my vari- 
ous contacts with people of the 
stage, that as a whole they are at 
all times willing to cooperate, no 
matter how perplexing a situation 
might appear to be, providing they 
are approached and reasoned with 
in a spirit of friendliness—and I 
might add in this respect there 
are times when the reserve fund 
of one’s patience and endurance 
might be taxed to its fullest extent 
in order to bring about an ami- 
cable understanding. 


“Those of us who are foriunate 
enough to lay our heads on the pil- 
lows of our own beds, differ ma- 
terially in our more fortunate lot 
from many artists of the stage, who 
in their particular field of en- 
deavors are obliged to travel from 
pillar to post as a part of the re- 
quirements that are inevitable in 
the world of theatricals. 

“Take for instance those artists 
who are obliged to hurry through 
the last show of his or her en- 
gagement, in order that they may 
have time to pack a trunk and get 
to the depot in time to make a 
train to the next ‘‘jump.”’ Nerves 
unstrung, beads of perspiration 
dripping from their foreheads, 
and maybe half of the grease 
paint makeup on their faces yet 
unremoved.. Tired out -and ex- 
hausted they tumble into a berth, 


followed by a sleepness night over 
rumbling wheels. 


“Off color’ and out of sorts 
through lack of proper rest, it is 
natural to assume that there are 
times-when try as they might they 
are in anything but the sweetest 
frame of mind in the world. The 
train upon reaching its destina- 
tion next finds the performer rush- 
ing to the theatre in order to be 
there in time for rehearsal. May- 
be the train on which they were 
travelling arrived an hour past 
schedule time through some cir- 
cumstance or _ other. Perhaps 


without ascertaining the cause of | 


the performer’s tardiness they are 
reproached by the manager of 
the theatre and thereby hangs a 
tale. One word leads to another 
and through lack of understand- 
ing and cooperation a clash en- 
sues....All of this could have 
easily been avoided had both of. 
the parties concerned resorted to 
proper reasoning. 


“Acting on the public stage 
is not a manual labor.» Acting 
is an art. And as such it must 
be regarded from an entirely 
different point of view. In my 
varied experiences with happen- 
ings of this sort, and on occa- 
sions of similar occurrences, I 
have found it to be of mutual 
advantage to both house man- 
agement and performer to re- 
sort to the use of reasoning 
powers. If this would be done 
a definite point of mutual un- 
derstanding will eventually be 
reached as a result. 


“To the Manager I should like 
to paint this word picture:—Put 
yourself in the position of the art- 
ist—Imagine your coming into a 
city that you had never seen be- 
fore — You don’t know anything 
about its hotels or its eating plac- 
es—in fact there might be a lot 
of things you’d like to know about 
the’ place. Wouldn’t it be a 
grand and glorious feeling to learn 
that the manager of the theatre 
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Small Theater 
Operations 
Elevated 


A definite attempt to bring the- 
atre management in smaller hous- 
es in the Atlanta district to as 
high a level as in de luxe opera- 
tions is being made by EH. R. 
Rogers according to a report sent 
to Division Director J. J. Friedl. 


All managers received word to 
this effect. “Formerly the 
thought had been that because a 
town was small and the opera- 
tions were not of the so-called 
‘deluxe’ type, that the kind of — 
performance common to the larg- 
er theatres was not expected. 
This is entirely a wrong impres- 
sion and one which is fast being 
disapproved. 


“You are possessed with 
the same facilities with 
which to manipulate with ef- 
ficiency and effect the identi- 
cal elements of the theatres 
which are at your command. | 
We can and must give in this 
district the same kind of 
painstaking performance 
which characterizes the opera- 
tions in the larger cities.’’ 


The report stated that system- 
atic improvements were being 
made in every department of the- 
atre operation with emphasis at 
present on lobbies and fronts. 
Instructions regarding displays 
are as follows. “Inject into lob- 
by work new effects, new ideas, 
styles and color schemes which 
are presented by progressive the- 
atres elsewhere and which are 
given in PUBLIX OPINION from 
time to time. 


“For instance, the use of black 


oil cloth with colored cut out fig- 


ures and silver metallic letters 
presents a flash which is in direct 
contrast to the usual style of 
painted poster. The use of illum- 


|inated frames giving depth lends 


an atmospheric element. Illumi- 
nated posters are better than the 
other type.”’ : 


was a “regular fellow’ and was 
thoughtful enough to either meet 
you at the train or greet you up- 
on your arrival at the theatre 
with a pleasant ‘Good Morning’’ 
salutation and a suggestion as to 
where to stop? . And for good 
measure, a few other expressions 
of good will, such as “If there is 
anything that I can do to help 
make your engagement at this 
house a happy as well as a suc- 
cessful one, you may rest assured 
that I shall be only too glad to 
work with and for you.” 


“And this is what I might term 
as “real dyed-in-the-wool” courtesy. 
After all, it costs nothing other 
than .an effort. It starts the day — 
off right, and with both artist. and 
manager working hand in hand, 
each willing to do his share, the 
ultimate results cannot help but 
round out favorably to the inter- — 
ests of all concerned. 


“We are living in an age of 
modernism — old school tactics 
and hackneyed stone-age ideas are 
rapidly being tossed into the dis- 
ecard. Big business of today is 


founded on a system made up of 


courtesy and cooperative thoughts. 
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PRE-VIEW 
SHIPPING 
DATES — 


The following six pre-view 
prints will be shipped from 
the West Coast Laboratories 
on the dates specified: 
Behind The Make Up, 
Dec. 15; Dangerous 
Paradise, Dec. 18; Men 
Are Like That; Dec. 30; 
Burning Up, Jan. 6; 
Street of Chance, Jan. 
13; Vagabond’ King, 
Feb. 15. 
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NETTER MAKES 
LONG TOUR OF 
INSPECTION 


SOUND MOVIE STUNT 


Don Alexander, director of publicity, for the Publix State Theatre 
in Minneapolis, won. space in The Minneapolis Star with this story 
about the sound movies. Perhaps a similar test in your theatre would 


call attention to your current sound feature. Why not try it? 


Leon D. Netter, Associate Di- 
rector of Film Buying and Book- 
ing, left last week for an extensive 
tour of inspection throughout the 
southeast in order to thoroughly 
acquaint himself with the booking 
problems of that section, which 
recently passed under his juris- 
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Ges ina 
With Deat Movie Fan| 


duction.’ ; fe ; 

any Netter’s itinerary 15 as fol- | Follows Plot of Story. ; 

Dec. 2—Leave New York at 4 P. M.— Through Art of Lip | 
Coast Line. : 

Dec. 3—Arrive Jacksonville, Florida, Reading 


2-20 P. M., go to Carling Hotel. 
Dec. 4—Jacksonville to Daytona to 
West Palm Beach. 

Dee. 5— West Palm Beach to Miami. 
Dec. 6—Miami—Columbus—Room on: 
Bayside. 
Dec, 7—Miami 


It ig easier for deaf persons to fol 
low the talkies than it was for them 
to follow the silent. rnovies—and the: 
reason lies in the fact that they can 
read the lips of the actors—V. H. 


to Lakeland to Tampa. 


Dec. 8—Tampa to St. Petersburg to ; ¢ 
Tampa—Tampa. Dawson, Minneapolis real estate 
Dec. 9— Tampa to Jacksonville to dealer, 945 Andrus puilding, declared 


Savannah—Savannah Potel—Leave 
Jacksonville 7:00 P. M. Arrive 
Savannah 11:30 P. M. 
Dec. 10—Savannah to Augusta. 
Dec. 11—Augusta to Macon to At- 


lanta. 
12—-Atlanta to Montgomery— 


today. : 

‘A test, said to be the first: taken. 
since the advent ef the audible pic i 
‘tures, was arranged by Don Alexan- a 


der, director .of “publicity and adver- fa 


Dec. tising for the State theater. Mr 
anta 6:00 P. M. ter 

pete A wontzomery to Birming- | Dawson was invited to view The§ 

ham. Areyle Case,” mystery talkie featur- B 


ing Thomas Meighan. now at the fa 
State. 


Dec. 44— Birmingham to Chattan- 
ooga—Leave Birmingham at 6:00 
Pp. M.—Arrive Chattanooga at 41-200 
Pp, P.—Read House. 

Dec. 15—Chattanoosa 
—Sleeper Jump. 


Speak to Audience § 

“The talking pictures ar2 as much 
an: advancement for 2, deaf persone 
as they are for those who can hears} 
Mr, Dawson declared afterwards, “I|@ 
was able to closely follow the ehtire 


to Knoxville 


Dec. 18—Asheville to Erendersonvile 


igh to, Andersen. |<? plot and to feel the various scenes 

Dec. 19—Greenville to Columbia to the same as a person who. has the 

Spartanburg. ce of all his faculties. goto 
4 deaf per- 


“It is much easier for 
son to understand the advancement 
of a plot in a talking picture produc: |i 
we, | tion through the art of lip reading 

-lthan it ts in talking with many of 
the persons encountered in the |g 
every day run of business. It would ie 
appear to me that the actors and : 
actresses in ‘The Argyle Case’ had Bm 
this in view. They spoke directly to Sy 


Dec. 20—Spartanburg to Charlotte. 

Dec. 21—Charlotte to New York— 
Crescent Limited—Leave Charlotte 
7:30 P. M. Arrive New York 10:30 
A. M,, December 22. 


Vv. H. DAWSON 
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Manager C. B. Craig of the Pub- MOVIES IN WEST to Hie 
lix Strand Theatre, Cloucester, A ee ee ae eae oe 
Mass., reports that Mr. J. Rad- Are there movies out west? 4 ney P i 
cliffe, editor of the Cloucester| Somewhere in the highly | { “Another comparison is furnished 9m 
Times, not only devoted consider- | civilized community of Ro- j 3 by the fact that it is much easier to fa 


able space in his paper on the 
PUBLIX SHOP EARLY movement 
but asked Manager Craig to con- 
gratulate the editor of PUBLIX 
OPINION for originating the idea. 


chester, N. Y., there are 
people who wonder if there 
can be such things as motion 
picture theatre in the prime- 
lval wastes beyond the Mis- 
sissippi where infants play 
with big six-shooters and 
every male on two legs in a 
steer-roping cow puncher. — 

From C. T. Perrin, mana- 
ger of the Sterling theatre in 
Greeley, Colo., comes the copy 
of a letter sent to him by J. De 
Forest Cline, head of the Con- 
servatory of Music at Teachers 
College in Colorado. Mr. Cline is 


BOX OFFICE TIP IN TELEGRAM 
FROM BORIS MORROS ON TOUR 


SAN ANTONIO, TEXAS 
NOV. 30, 1929 


@ understand a child recently out of % 
M! school than it is an older person. t 
The reason is that the child has 
We been taught to speak correctly, using Mg 
We correct enunciation and articulation. t™ 
| An older person, too often slurs his |g 
: pa and it is impossible tq followyy 

the conversation at all.timés, because |4 
: lig this.” ne 
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MANUAL OUT ON 
CHANGE OF NAME 


a 


A special manual for theatres 
changing their name to Para- 
mount, has been prepared by Lem 
Stewart’s department and will be 
issued. The manual contains all 
the stunts that have been used 
in St. Paul and elsewhere in cam- 
paigns for change of theatre 
names and re-opening as Para- 
mount. 

The outline of advertising copy 
and exploitation ideas will be 
found invaluable 


Re a Sr 
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$250 PRIZE 
WINNER: 


erro 
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at present at the Eastman School 
of Music at Rochester and has 
heard girls at the school inquire 
from his daughter, who is with 
him, whether there was such a 


thing as ‘movies’ in Greeley. 


‘BENJAMIN SERKOWICH,” 
PUBLIX THEATRES CORP. 


“JUST WITNESSED TEXAS THEATRE ORGAN CLUB, 
DIRECTION EARL ABEL, ORGANIST: THis, CLUB 
REGULAR MORNING FEATURE THIS THEATRE, TAL- 
ENT DEVELOPED FROM FOUR TO 
FIFTEEN YEARS AGE, SINGING AND DANCING TO 
MOTION PICTURE 

CAT TODAY'S PERFORMANCE THEME SONG, 
‘SWEETER THAN SWEET,’ WAS USED EXTENSIVELY 


Manager Mars! ine K. 
Moore, of the Worth Thea- 
tre, Fort Worth Texas, was 
awarded the $250 prize by 
PUBLIX OPINION for hav- 
ing staged the greatest num- 
ber of parades during Para- 
mount Month. The prize 
will be split up among those 
of the theatre staff who 
helped to stage the 51 pa- 
rades which won the award 
for Fort Worth. 


This is another tip offered 
by PUBLIX. OPINION which 
was greeted with the usual = 
number of “IT CAN’T BE 
DONE!’ when it first ap- 
peared. The Editor just 
leaned back and waited. 
Soon, they began coming in 
—five parades, twelve pa- 
rades, twenty-one parades 
and finally—the prize win- 
ner—fifty-one! Photos and 
a complete report of each 
one of these parades were 
= carried in a former issue of 
= PUBLIX OPINION. 
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THRILL - 10; Tu WITNESS THESE 
CHILDREN PERFORM AND THEIR REACTION IS MOST 
ENTHUSIASTIC. (IT. 15 QUITE REMARKABLE THE 
GREAT NUMBER OF ENTERTAINING FEATURES THAT 
CAN BE DEVELOPED WITH AN ORGAN .CLUB COM- 
PRISED OF CHILD TALENT. BESIDES BEING A GOOD 


BOX OFFICE ST IMULANT AND GOOD WILL BUILDER. 


WITH STORY OUTLINING ALL 
OPINION EARLIEST POSSIBLE 


“REGARDS. 
“BORIS MORROS.” 


EDITION. 


\ 
¥ 


PUBLIX OPINION, WEEK OF DECEMBER 6ru, 1929 


SELLING THE BATTLE OF PARIS’ 


By Russell Holman, 
Advertising Manager, Paramount Pictures 


A musical comedy of the whoopee war the soldiers of the 
Allies fought with wine, women and song in the Paris of 1914- 
18. With M.P.’s and memory the only enemies. “Fighting 
the Battle of Paris” meant a temporary release from hell—a 
few hours of joy unrestrained. DON’T LET ANYBODY 
THINK THIS IS A WAR PICTURE IN THE USUAL 
SENSE OF THE PHRASE. 

“The Battle of Paris’ marks first screen appearance of a 
Gertrude Lawrence, star of such musical comedy hits as “Char- |] 
lot’s Revue,” “Oh, Kay” and \Predasure Girls Star of the 
current Broadway drama success, “Candlelight.” Never before 
seen off Broadway or for less than $5.50 per orchestra seat. 
The girl who first sang and popularized “Limehouse Blues.” 
Has been heard over national radio hook-ups on several hours. 

Supporting cast includes Charles Ruggles, liked in “Gentle- 
men of the Press” and “The Lady Lies.”’ 

Miss Lawrence sings two song hit numbers that are fast 
becoming popular over the air—They All Fall in Love” and 
“When I’m Housekeeping for You.” Available on phonograph 
records. Songs are by Cole Porter, author of Irene Bordoni’s. 
famous ‘“iuet’s ‘Do. It.’ -He. wrote the music for the new 
Broadway musical comedy smash, “Fifty Million Frenchmen.” 

Story by Gene Markey, author of “Close Harmony.” 

“\{ademoiselle from Armentieres,”’ “Tipperary” and all the 
old war favorites are sung during the course of the picture. 

“The Battle of Paris” is a “Behind the Front” musical 
comedy. 

Sell Gertrude Lawrence in the larger towns, where they 
know her. Sell Ruggles if they’ve talked about him. Sell the 
general spirit of joy and hell-raising and song that pervades this 
show; that’s the way you put “Sweetie” over. 

Mix plenty of dames in your ads; don’t show uniforms un- 
less accompanied by girls. 

Sell Lawrence as “the girl who put the ‘Gay’ in ‘The Gay 
White Way.’ ” So popular in big-time show circles that never 
before has she been seen off Broadway. ‘The million dollar 
personality and voice. A New iSweetie of the New Show 
World. . 

It’s “The Cock Eyed World’ set to music. All to the 
Merry on the Western Front, How You Gonna Keep Them 
Down on the Farm after they’ve seen the Battle of Paree? 
Why soldiers went A.W.O.L. (All Wooz Over Lawrence.) 

We especially recommend the National Screen Service 
trailer on this show. It’s 100 per cent powered selling am- 
munition. . 


a a 


HOLIDAY HINTS © 


Harry Browning, manager of the Publix Uptown, Boston, Mass., 
responded to repeated warnings of PUBLIX OPINION, to plant stunts 
on every occasion. This gag copped front page prominence in a local 
daily. ; 

Have you got a stunt ready for planting for Christmas or New 
Year’s? ] : 


& 


These pretty misses didn’t mind getting wet last night when they “fishill 
for apples in front of the Up-Town Theatre on Huntington avertue. 4, 
to right, around the pan, are: Sandra Gaffen, Dorchester; Esther Barz 
Dorchester; Billie Eaton, Dorchester. 
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BIRMINGHAM AND ATLANTA BUILD RECEIPTS 


' SHOWMEN BEAT 
BLUE MONDAY 


IN SOUTH 


Although, as has been recog- 
nized since the beginning of 
this campaign to build Detter 
Monday business in the thea- 
tres, the individual measures 
which spell a remedy for one 
theatre, may not be just what 
is needed in another operation 
—still it is always useful to ex- 
amine methods which have 
been successful. 


It may be that the details of 
each effective operation em- 
body elements of value to all, 
according to Vivian M. Moses, 
in charge of the Blue Monday 
drive. 


“The campaign which has 
successfully built up box-of- 
fice receipts at the Paramount 
and Georgia Theatres in At- 
lanta and at the Alabama 
Theatre in Birmingham, af- 
fords a good example because 
of its thoroughness and its 
well rounded nature,’’ says 
Moses. 


“Under the direction of District 
Manager W. C. Patterson and 
Managers Hick of the Paramount, 
Semon of the Georgia and Bran- 
ham of the Alabama, a concen- 
trated drive has been conducted 
for a period of weeks to build up 
these theatres in such an institu- 
tional manner, as to eliminate any 
chronic weaknesses apparent to 
the operation; these being six-day 
theatres, with Thursday and Fri- 
day the sluggish spots in the 
‘week’s business. The first step 
was a thorough checking over of 
newspaper advertising, resulting 
in several revisions. 


“Having determined the correct 
proportion of space and expendi- 
ture for Sunday as against the 
balance of the week, a series of 
institutional messages were pre- 
pared and one after another em- 
bodied in the larger advertise- 
ments. One of these institutional 


' messages dealt with the perfection 


of sound reproduction in the Par- 
amount Theatre, and this message 
was repeated from time to time in 
the theatres’ major advertising. 


Spirit of Service 

. “Another message of an institu- 
tional nature spoke of the courte- 
ous attention received by patrons 
and the spirit of service evidenced 
by the house employees. This 
Message read: ‘The courteous 
treatment you receive at the Para- 
mount Theatre is by no means an ac- 
pent... ... it is the result of exten- 
sive training, of careful selection of 
the young men who make up the 
personnel of the service staff, and a 
determination in the minds of these 
splendid young men to serve our pa- 
trons with the same courtesy they 
would accord a guest in their own 
home’ 

“A great deal more time and 
care was spent on preparation of 
newspaper advertising copy than 
had been formerly, with a careful 
weighing of phrases and a bal- 
ancing of entertainment values in 
an attempt not to overlook any- 
thing that might draw patronage 
—and the results achieved justify 
this effort spent on the advertis- 
ing copy. 

“The next step was a tie-up 
with the big department stores 
and these were successfully car- 
Tied out through the usual meth- 


. - ods and through painstaking care 


exercised in approaching: the var- 
fous concerns, making them rea- 
ize that the proposed tie-up of- 
ered real benefits to the mer- 
hants, as well as seeking bene- 
is for the theatres. 


Industrial Groups 


"Nor were stores alone in- 


N \\ ed. After the list of big stores 


had been exhausted, 


sults. 


general 


graph Co. Other 
have similarly been lined up and 
are visiting the theatre each week. 
“These corporation group- 
attendance nights were ar- 
ranged without resorting to 
cut prices, and in most cases 
without further expenditure 
than the giving out of a few 
passes to officials, department 
heads, etc. 
‘Another 
rounded 


step 
campaign 


in the 
of 


well 
District 


Manager Patterson and his asso- 


ciates, dealt with the Georgia 
Railway and Power Co. Through 
this tie-up, cards were displayed 
in all street cars which serve the 
theatre district reading ‘This car 
passes @ theatre,—go to the theatres.’ 
The street: cars also displayed 
cards reading ‘Go to theatres on 
Monday and co-operated through 
the distribution of heralds inside 
the cars which bore the same mes- 
sage and which also bore institu- 
tional street car advertising. 


Herald Campaign 

ae widespread campaign to dis+ 
tribute heralds from house to 
house attained success only 
through the great care exercised 
in the distribution. It was quick- 
ly realized, that a herald, no mat- 
ter how attractively it might be 
worded and printed, is of no 
value, unless it actually gets into 
the hands of the prospective pa- 
tron. The advertising depart- 
ments of the various theatres pro- 
duced their own heralds, very 
simple and direct in their mes- 
sages and containing a trenchant 
merchandising appeal for attrac- 
tions immediately in the offing. 


“Avoiding a penny-wise- 
an d-pound-foolish policy 
which may have resulted in 
these heralds going to waste 
—the managers in charge 
were successful in organizing 
a distribution campaign which 
actually achieved the desired 
end in placing the heralds in- 
side the homes of the dis- 
tricts covered, and which in 
the end cost but little more 
than a wasteful, toss-it-away- 
and-trust-to-luck, method 
would have cost. A checkup 
at the theatre, ushers’ con- 
versations with patrons, re- 
marks in the lobby, etc., re- 
vealed the effectiveness of 
this campaign of herald dis- 
tribution. 


“With regard to the ushers, 
Manager Hicks not only suc- 
ceeded in imbuing his staff with 
a splendid esprit de corps, carry- 
ing out the general policy for ush- 
ers in Publix Theatres every- 
where, but in order to create in 
these employees a pride in their 
own accomplishment, he in turn 
sold this spirit of his ushers to his 
patrons. This was done not only 
through the institutional messages 
and advertising as-above quoted, 
but by similar messages in trail- 
ers from the screen and on neat 
cards placed under the glass on 
tables in the ladies rest rooms 
and in other places. throughout 
the theatre. 


Ushers as Salesmen 


‘“‘Hach usher also took it upon 
himself, as a consequence of his 
pride in the institution for which 
he worked, to constitute himself 
a salesmanship committee of one, 
spreading the virtues of his thea- 
tre’s attractions, not only in his 
home, but throughout all of his 
business and social contacts. 

“Finally, the sound train oper- 
ating in the Atlanta district has 
been brought into the campaign, 
in a very effective manner, as re- 
gards the outlying trade radius. 
To quote from District Manager 
Patterson’s letter: 


‘We have of course for the past 
year, both in Birmingham an 


attention 
was drawn to other outstanding 
corporations, with successful re- 
For instance, on Monday 
night, November 18th, the Para- 
mount Theatre entertained four 
hundred employees of the local 
office of the Southern 
Railway and one hundred and 
twenty-five employees from the 
Southern Bell Telephone and Tele- 
corporations 


d At-| 


radius of seventy-five miles. 
have been very successful in getting 
a tremendous amount of space in 
these country papers. The stories 
being printed as usual, at the cost to 
us merely of a pass for two persons. 
We are now utilizing our sound train 
in order to cement the tremendous 
amount of good will which has been 
built up between our theatres and 
the editors of these papers and at 
the same time to effect institutional 
advertising in the communities served 
by these papers. This is being done 
through having the sound train call 
at the editorial office of every one 
of these small-town papers that. have 
thus favored us in the past. This ts 
in the nature of a courtesy call, but 
at the same time the sound train 
crew will distribute a generous 
amount of literature regarding our 
theatres and their attractions.’ 


Efficient Campaign 
“The above outline covers some 
of the high-lights in the campaign 
which has been conducted at the 
Atlanta and Birmingham theatres. 
It is presented in the columns of 
PUBLIX OPINION,’’ Vivian Moses 
concludes, ‘‘not as being anything 
extraordinary, but merely because 
it has proved to be an efficient 
and thorough-going business- 
building campaign. Nothing which 
has been done in the two locali- 
ties mentioned is peculiar to those 
particular cities. Such measures 

can be applied everywhere. 


“Neither the Paramount in At- 
lanta nor the Alabama in Birm- 
ingham are yet operating at their 
top speed nor selling their maxi- 
mum normal capacity. The sig- 
nificant fact is, however, that both 
of these theatres are showing con- 
sistent gains and these consistent 
gains are the result of digging 
into the situation from every 
angle and of plugging hard to in- 
stitutionally build business at 


lanta, made a consistent tie-up with;each theatre.” 


NANCY CARRIES A PIGEON 


A stunt that\ was effected by Bob Kelley, publicity director of the 
Publix Palace with the Dallas News, can also. -b 


e made with your 


local paper to exploit Nancy Carroll’s pictures. The story, outlined 
in another column, relates the manner in which the gag was arranged 
and completed. Here is a REPEATABLE stunt that should be re- 
peated! ; 


the country newspapers ee S ALVAGE OF ART 
WORK SUGGESTED 


A suggestion for the salvaging 
of art. work, lobby displays, stills, 
mats, etc., after they have been 
used in the key cities, and turn- 
ing them over to the theatres in 
the smaller cities, has been ad- 
vanced by N. TT. Prager, of the 
Missouri Theatre of St. Joseph, 
Missouri, who realizes the econ- 
omy that would result. 

Outlying. districts play one to 
two weeks behind the larger cen- 
ters. The displays used in one 
house can, with slight retouching, 
be used again. By dividing costs, 


1not only would the expense be re- 


duced, but some of the smaller 
theatres would have the advan- 
tage of material they could not 
afford to create for themselves. 

Mr. Prager reports that al- 
though he tried on a number of 
occasions to get together with the 
managers of the houses in Kan- 
sas City and Omaha he was not 
very successful, and feels that a 
method for effecting this economy 
may be worked out in some way 
other than by strictly personal ar- 
rangements between the different 
managers. 


Report New Additions 
To Personnel at Once 


Word has been issued by Mr. 
Katz to department heads advis- 
ing that the addition of new em- 
ployees to the payroll at the Home 
Office must be reported immedi- 
ately to Mr. Metzler. The pay- 
roll department will then notify 
Mr. McLaughlin. 

In certain cases where this had 
not been done, inter-company mail 
addressed to these employees was 
not delivered for several days, 
eausing serious delay in the trans- 
mission of business. 


EVER SINCE EVE’ 


STUNT WILL 
GET SPACE 


Bob Kelley of the Publix Palace 
in Dallas, Texas, has worked out 
a stunt which may be applicable 
in all other Publix theatres or in 
any theatre playing any Nancy 
Carroll picture. It can be used 
on Ever Since ‘Eve. 


In this stunt, 
Kelley informed 
the Dallas News 
that he was ship- 
ping a_ carrier 
pigeon from Dal- 
las to Hollywood, 
and that the 
pigeon would fly 
back to Dallas 
carrying a mes- 
to 


Wire Arch 
Reeves at 
Paramount 
Hollywood 
Studio for 
these stills. 
Have Pigeon 
sent to your 
loeal Chief of 
Police and 
all papers 
will go for 
the stunt. 


sage Dallas 


from Nancy Carroll. 

Kelley photographed the carrier 
pigeon in a crate ready for ship- 
ment to Hollywood. He made 


sure that the pigeon was PURE 
WHITE. 


Note on Tissue 


In Hollywood, Nancy Carroll 
was photographed holding a 
WHITE carrier pigeon. Prints of 
this picture were air mailed to 
Kelly. When the photographs 
were made a message was written 
in Nancy’s hand-writing on tissue 
paper, which was brought back to 
Dallas by the pigeon. 
sage said: 


This mes- 


“Greetings by air from 
Hollywood. Wish [ were 
there to take part:in the 
festivities accompanying my 
new picture, ‘Sweetie,’ at the 
Palace. I take this old, old 
method of communication to 
wish Dallasites complete en- 
joyment of this Paramount 
New Show World production. 
Best wishes. 

(Signed) ‘‘Nancy Carroll’’ 


After he confirmed his end of 
the arrangements,» Kelley sent 
Arch Reeve a wire giving the 
proper starting time of the pigeon 
from Hollywood. Reeve then 
wired him that the pigeon was 
leaving there at that time. 


This stunt can be worked by 
any theatre playing a Nancy Car- 
roll picture. 


To use the stills already made, 
the only precaution is that the 
pigeon photographed in the crate 
ready for shipment be WHITE, so 
that the photographs match up. 

Copies of one of the stills can 
be included in the first-run set of 
stills on ‘“‘Ever Since Eve.’’ They 
are novel pictures, even if not 
used in this connection. 


Reeve is keeping negatives on 
file and will mail -prints from 
Hollywood, if desirable. 


BURKE PROMOTED 


John A. Burke has assumed the 
management. of the Connelle and 
Lyric Theatres, Eastland, Texas. 
He was formerly assistant mana- 
ger of the Arcadia and Bell Thea- 
tres, Temple, Texas. 


SLUM UAH 
A TIP! 
2 @ 


Smart Publix showmen 
will take advantage of the 
nation-wide publicity now 
being given to the Byrd Ex- 
pedition by tieing into it for 
the benefit of their theatres. 
Tell the people of your town 
by news stories, radio, pos- 
ters and trailers—that the 
marvels of this world-start- 
ling expedition are being re- 
corded EXCLUSIVELY by 
two Paramount News pho- 
tographers—and will be 
shown at your theatre in the 
near future. 
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Publix Theatres Corporation, 


Show business is participating in the mighty economi 
inaugurated by President Hoover. I expect every person connec 


“Leave no stone unturned to help Publix maintain 
the high standing it holds in the world of theatres.” 
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a 
“GOOD WILL” GONE WRONG 


> 


Some of the “tieups” which are frequently made by so-called 
merchandisers of theatre tickets, must give a merry laugh to the 
merchants who are on the other end,—laughing up their sleeves. 
The chances are a hundred to one that almost any merchant who is 
approached on any given mutual-benefit idea, is a more intensively 
trained and consequently a better salesman than the theatre man 
who comes to sell him. He’s a professional “catcher’—not a 
“pitcher.” As a result, the theatre man is often “‘sold,” instead of 
selling. Thus we find sad spectacles of “tieups” in which the huge 
crowds that are drawn by our million dollar theatres, our million 
dollar attractions, and the fifty billion dollar Publix prestige being 
» exploited for the sole benefit of a peanut merchant. “We made 
good will” is the usual alibi or boast. 


The obvious view is that if your theatre does not benefit greatly 
in a direct ticket-selling manner, you have no right whatever~to 
make a tieup. . 

It’s a dangerous thing to exploit your crowds and attendance. 
It is a delicate maneuver when you involve the standing of your 
company’s name, and its property, and its standing in your com- 
munity. Don’t do it lightly, or cheaply. Good will is desirable, but 
not if the money or prestige cost of your method is prohibitive. Re- 
member, there are many methods of good-will getting that are nei- 
ther dangerous nor expensive. Plan a “good will’ shock-gesture 
once a month; courteous operation and service and entertainment 
that offers value-received for the admission price, is your Number 
One daily good will gesture, and in the main, should suffice. All 
other effort should be directed towards creating intensive mass-de- 

sire to buy tickets. 


DESTRUCTIVE OPINIONS 


While PUBLIX OPINION believes it unwise for a show- 
man to engage in controversy with newspaper writers, or rep- 
resentatives of any needed medium of theatrical merchandising 
expression, nevertheless, sometimes situations do arise where 
it is unavoidable. In such cases, the successful experiences of 

others in similar situations, is valuable. Therefore, in reprint- 
‘ing Jack Alicoate’s “Film Daily” ‘account of a Cincinnati ex- 
hibitor’s clash, we believe that it will. serve as a gcuidepost. Its 
value is in the diplomatic, sportsmanlike, and friendly manner 
in which Mr. Libson stood up for his rights. It is offered as 

an experience worth remembering. : 
“The story follows: On Saturday the picture opened in 

a representative house in Cincinnati. On Monday the crit- 

ics of three Cincinnati papers panned the picture in no 

gentle fashion. The first week’s business. broke the house 
record. The second broke the receipts of the first, and the 
third week, just finished, topped both the other two. 

Backed with this ammunition of facts against theory the 

fighting exhib called the publishers of the three newspa- 

pers together with the sportsmanlike request that they 
themselves view the picture, watch the crowds waiting in 
line for admittance and count the box office receipts. 
“The verdict of these men of good sense and sound judg- 
ment of course was in favor of the showman. One even 
went so far as to editorialize on the subject, giving the 
name of the picture and advising all to go see it...Oh yes. 

This paper was the 

was Ike Libson and the picture was “Sunny Side Up” 

the moral of this all to producers, distributors and, exhibi- 
tors is—don’t take critics too seriously.” 


“Cincinnati Post,” the fighting exhib|*- 

and ‘slightly less than 

; a low plate supply and not a bad | 
‘tube. Where line voltage is known 


to be low the same consideration i 


gigantic procession! —SAM KATZ, President, Publix Theatres Corp. 


SOUND 
TIPS 


From Publix Department of 
Sound and Projection. 


HARRY RUBIN, Director 


SOUND BULLETIN No. 37 
Testing the Tubes 


Experience has shown that tubes 


should not be condemned on one 
test. ; 

Tubes frequently are removed 
from use and discarded as bad in 
case of trouble, when the trouble 
later shows up to have been some- 
thing else. 

Tubes condemned for any reason 
should be set aside and not used, 
but at some convenient time, for 
instance some night when work is 
being done in the booth, they may 
be re-tested. If necessary, a spe- 
cial night or morning may be set 
aside for this, when the accumula- 
tion of doubtful tubes begins to 
grow large. 

The 205, 211 and 219 type tubes 
are used in push-pull arrange- 
ments, that is, in pairs. For test- 
ing these tubes pair the doubtful 
tube with one known to be good, 
If the meter reading is normal 
with both tubes, lift first one and 
then the other out of the socket 
and note how far back the needle 
drops. The drop should be ap- 
proximately the same for one tube 
as for the other. However, the 
bad tube should not be rejected on 
this showing. The bad tube is the 
one which allows the meter needle 
to drop back when the other tube 
is lifted out of the socket. For 
a final check on:this tube, pair it 
with another that shows approxi- 
mately the same deficiency. If the 
two, used together, give a normal 
meter reading, they may be used 
AS A PAIR. Keep such tubes to- 
gether with a rubber band or any 


other suitable means and use them | 


as a pair ONLY. If one tube goes 
bad and it is desired to use this 
pair remove the other, good tube, 
also, and set it aside for future 
use. If two bad tubes, paired, do 
not show a normal reading they 
may be finally rejected and broken 
up. 
The 102 and 239 type tubes 
are not paired. They are to be 
tested individually. The 102 can 
be tested in its normal socket for 
correct plate reading, % mil to 1 
mil, with the filament set at one 
ampere. Tf raising the  fila- 
ment current somewhat will bring 
the plate reading up to normal the 
tube may be used. It will, how- 
ever, be advisable to listen care- 
fully to make sure no distortion of 
sound results. The 239’s can be 
checked individually in either a 
41A or a 46B type amplifier. The 
46A cannot be used for this pur- 
pose, not having the appropriate 
meters. The plate reading of a 
239 should be around 1% mils 
at 270 mils filament current. Re- 
duce the filament current to 220 
mils. If the plate current drops 
more than three-tenths of mil the 
tube should not be used. In no 
case should the tube be used if 
the reading at 270 mils filament 
is less than 1.4. However, there is 
one qualification of this last state- 
ment. If the 42A amplifier, which 


‘supplies the plate current for the 


41, ‘reads below 60, a reading 
1.4 simply means 
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Paramount Building, New York, Week of December 6th, 1929 


c and industrial parade toward immediate national prosperity | 
ted with Publix Theatres to keep in step with this | 


FILE THIS! IT WILL HELP PLAN PROGRAMS 


Watch Publix Opinion for this service in every issue! Watch the 
trade papers for it, too! 


LENGTH OF FEATURES 


Foot- Runn’sg 
Time 


Record 


No. Make 


Subject 
Little Johnny Jones— 8 reels 
T ist Nat'l 72 min. 
76 min. 
66 min. 
79 min. 
55 min. | 


Paramount 
1st Nat'l 
Paramount 
Columbia 


Love Racket—7 reels (AT) 

Applause—Revised—9 reels (AT) 
Graf Zeppelin—2 reels (PT)...- 
Thee Called Love—8 reels 


(A 
(AT)—AIl Talking. 
(PT)—Part Talking. 
LENGTH OF TALKING SHORTS 
PARAMOUNT 
Halfway To Heaven—(Trailer) 
Glorifying American Girl—( Trailer) 
Home Hdition ....-:-cccc eset e ster eters tes 
Mme. Aida Donnelli—(La Traviata) 
My Wife’s Birthday 
News No. 35 


The Hoosegow 


Kneis OWL 2c sds hie cre ee ee tee 
Hired and Fired 
COLUMBIA 


Stage Door Pest (B. Combe) 

Singing Brakeman (Jimmie Rodgers) 

Great Navara 

In’ Dutch (Colored) 

Station B-U-N-K (George Price) 
FITZPATRICK 

Origin of Christmas 


Length of Non-Synchronous Shorts 
PARAMOUNT. 


74 min. 


News No. 35 


Type 239 tubes should be tested 
for microphonic condition in thé 
first stage of the movietone ampli 
fier. Many tubes which are unfit 
for use in that amplifier can still 
be used with good results in the 
41 or the 46. A 239 too. micro 
phonic for use in the first stage of 
the 41 amplifier might still be 
useful in the second or thirt 
stages, and the same reasoning 
applies to the 46. A 239 must be 
extraordinarily microphonic to bé 
unusable in the last stage of the 
41 or the second stage of the 46 
Several tests must therefore be 
applied to 239’s before they ale 
discarded as noisy. a 


applies to tests made in the 46B. 


Types 102 and 239 tubes also 
prove themselves free from micro- 
phonic condition. A good rough 
test for this to tap the panel in 
the vicinity of the socket, using a 
tube known to be okay, to deter- 
mine just how hard and where it 
Lis necessary to tap to make the 
tube pick up the noise. Replacing 
the good tube with one suspected 
of being microphonic the same test 
will indicate how much worse than 
the standard tube it is with re- 
gard to picking uD extraneous 
vibration and noise. A 102 which 
is seriously microphonic should be 
discarded as unfit. 
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